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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. 
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HE display profession, as it has become rec- 
ognized as one of the most powerful agen- 
cies functioning in the interest of merchan- 

dising, particularly in its association with that di- 

vision of store operation concerning itself with sales 

creation, is gradually assuming its place in the in- 
ner sanctums of the stores’ executive offices. 

nes This acceptance of the director of the display 

— @ division is as it should be and in instances where 
the importance of the display manager is granted 
the advantages gained are of mutual benefit. Mer- 
chants, responsible in a degree for the failure to 
keep their stores operating at high speed with max- 
imum efficiency through the failure to properly ap- 

praise display value and the worth of the display 

manager’s idea, will do well to analyze the opera- 
tions of other successful stores, noting the part 
the display manager invariably plays in this success. 

The right kind of a displayman, given the op- 
portunities and authority to direct the functioning 
of his department, will prove the wisdom of the 
merchant in vesting this authority in a division with 
possibilities of success unmatched by any other 
department of the modern retail institution. But, 
without a displayman of studied knowledge of dis- 
play principles, with the executive force to effi- 
ciently direct department assistants and the dis- 
tribution of department expenses, display efficiency 
will be impossible of attainment—in its maximum 
degree. 

We hear much of merchant retrogression and 
are frequently called upon to listen to various 
plaints in which merchant short-comings form the 
basis of denunciation. It is readily granted that 
there are, even in this day of progress and service, 
merchants who have yet to be sold on the value 
of window display and the importance of the dis- 




















Merchant Appreciation Determined by Display Results 


playman as a contributing factor in store success. 
But, it is just as readily agreed that much merchant 
dissatisfaction with displaymen is not without cause, 
and it is here that a suggestion may be of interest to 
certain displaymen. 

Too many displaymen confuse merchant dis- 
satisfaction with display department results with 
lack of knowledge concerning those things con- 
sidered essential and important in the showing of 
merchandise. Frequently is the merchant con- 
demned as unprogressive when, in fact, the conceit 
of the displayman supported by insufficient display 
ability forms the real reason for dissatisfaction. 
Even to-day we find men professing perfect knowl- 
edge of display who have but a slight conception of 
the principles of the art, and it will be found that 
in most cases this type is ever ready to condemn 
the merchant. Display knowledge, display effi- 
ciency, is easily recognized. If you have these qual- 
ifications it will be unnecessary for you to tell the 
boss about it. It will be recognized in the character 
of your work; in the business resulting from your 
displays. Your executive force will also be manifest 
in results and needs no wordy elaboration con- 
cerning its greatness. 

Let’s get away from the continual condemnation 
of the merchant. In most cases, we believe, that 
the merchant is only too willing to be convinced 
and when he is given evidence of efficiency and 
results he will be the first to recognize them. Most 
merchants, it must be agreed, realize the difference 
between a paying investment and a loss. It’s up 
to the displayman to make his department a profita- 
ble one and, through this accomplished there will be 
ample evidence of the employer’s acceptance of 
display and display manager importance in the func- 
tioning of the store. 
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Cultivating Dealer Co-operation 


Merchant most important force in the consideration of any selling plan 
—Fallacy of “volume” proved by functioning of new policies 


By ARTHUR FREEMAN 
President, Einson-Freeman Co., New York City 


N American dealer, speaking from an ad- 
vertising and selling standpoint, is at once 
the most pestered and the most neglected 

individual in the business scheme. 

Out of the million ar more dealers who stand 
between you and me and most of our market, I do 
not believe there is a single group of business men 
more important in the consid- 
eration of any plan that sells 








In this enlightening article Mr. 


fascinating theory that there is such a thing as a 
law of averages, and that ‘a job is a good one be- 
cause it is a big one or that there is any particular 
value or power in mere numbers. 

We hear merchandise men telling their subor- 
dinates and others—“If we can only get volume, 
that is all we need.” They want to get volume 
regardless, and they feel that 
volume in some mysterious 





goods over the counter, and yet 
I venture to say that this 
great mass of dealers, the great 
majority of them doing less 
than $500 a week business, is 
the last consideration in a big 
sense in most advertising cam- 
paigns. , 

I said that before and I was 
challenged. It was pointed out 
to me that millions of traveling 
men call on these dealers reg- 
ularly and billions of pieces of 
printed matter go out in the 


Freeman brings out many interest- 
ing facts in the field of merchandis- 
ing. He discusses the fallacies of 
old forms of selling and analyzes 
new era of merchandise distribution 
with its more forceful and equitable 
demands on the manufacturer as 
they man concern themselves with 
the manifestation of co-operative 
interest and action in helping the 
merchant remove more goods from 
his shelves. The new salesman is 
introduced who will assist in the 
analyzation of the dealer’s market 
in order that the dealer may buy 
intelligently and with assurance. 


way cuts down overhead and in 
an even more mysterious way 
helps profits. And yet, how far 
that is from the truth when we 
see day after day some of the 
biggest stores in the country 
making less money and doing 
a poorer job than a little neigh- 
bor next door who, perhaps, 
does one-tenth of the volume. 

We see direct by mail ex- 
perts, alas, too much and too 
often, basing the strength of 
their campaign on the size of 





mails and are delivered to them insistently, and 
thousands: of trade papers are hammering the 
dealers at every vulnerable spot, and tons of so- 
called window display material are approaching the 
dealer hourly. And yet I say, among other things, 
that the dealer is the most neglected or one of the 
most neglected units in our scheme of selling. 

Why do I say that? ‘I shall neither attempt to 
explain or prove that fact—-I admit it, and I speak 
With the background of a man who has been for 
years not only before the counter, but behind the 
counter and on the counter, and I submit that fact 
as a basis for a discussion. 

Why do I say that the dealer is neglected in the 
face of all this overwhelming avalanche of sales 
pressure that is poured out to him day after day? 
Because we are beginning to see the fallacy of this 


the list. Again you will agree. with me, I am sure, 
that that is a big weakness. In fact, I have felt that 
a whole lot of advertising activity has as a central 
idea Junie McCrea’s point of view. You remember 
Junie talking of balloon ascensions out West. He 
said, “Parachute—nothing! We jump out and take 
a chance on landing in a haystack somewhere.” 

This American tendency, and it is an American 
tendency peculiarly, to cover too much territory, 
is particularly evident in what I choose to call 
dealer cultivation or the building up of clientele. 

A manufacturer or a jobber sets out with the 
best of intentions to start business. He discovers 
that he is to sell through the retailer, and he gets 
business, and he determines, as he rightly should, 
that his dealer should be an integral part of his or- 
ganization. He has the high motive of developing 





his dealer clientele that characterizes his work when 
he is training his own people, his own sales organ- 
ization—and then something happens. One of his 
efficient and effective magazine advertisements 
brings an inquiry from Porto Rico or, perhaps, 
Mexico, and immediately he has discovered that the 
whole world is his market. He then says, “Let’s 
cover the country—let’s reach everybody. Why, 
we have 110,000,000 people in this country. If I can 
reach half of them, and I can only sell one-tenth of 
one per cent, I will be rich in two years.” He bases 
much of his activity on that foolish assumption. 

He spreads out two things—and usually I have 
found the thicker the advertising man on the job, 
the thinner the spread. He gets a group of sales- 
men with an itinerary that gives them just breath- 
ing space between trains. The big thought is, if 
I can make ten calls a day I am a pretty good sales- 
man, and my chief business becomes then to grab 
orders. Naturally, his men become weak on quality 
although they show up pretty well on quantity, and 
the sales reports show a healthy number of calls. 
His direct by mail, his printed matter, takes on the 
same air, the same note, sometimes without realiz- 
ing it, more or less sub-consciously. He thinks 
in terms of—if you print 50,000 it is cheaper than 
only 25,000, because when you have your plates and 
your drawings, and your type set up, it costs you 
only a little more for paper stock to keep the 
presses going and get 50,000 instead of 25,000. 
Again quality is sacrificed in the interest of quantity. 

This erroneous tendency, in the average adver- 
tising campaign, is giving way, it seems to me, and 
I see some surprising evidence of it, to a more in- 
tensive cultivation of dealers, to a new deal for 
dealers. The old-time traveling man that | just 
described is giving way to a new type, and | am 
beginning to see him in evidence on the trains—a 
traveling merchandise man if you please that is 
talking in terms of turn-over and profit, and who 
is beginning to see that the man with his eye on 
the order is not the salesman, because we are be- 
ginning to see that, in the last analysis, salesman- 
ship is not a matter of persuasion as much as it is 
a matter of intelligent presentation. You don’t 
have to compel people to buy by the tricks of per- 
sonality and psychology and pressure if you really 
can show them something that they honestly ought 
to have. This man has a new viewpoint from him 
who went to load up the dealer. 

We get the dealer stocked up and then start our 
big bombardment of national advertising, and it is 
bound to move the stock off ‘the shelves, and you 
know that it does it; and then some of us come 
along and say, “Maybe a little direct by mail, which 
reaches the dealer simultaneously with the national 
advertising might help and do the trick,” and some- 
times it does. 
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These new salesmen are going out and helping deal. 
ers analyze their market. How ridiculous to buy good; 
before you know what you are going to do with 
them—all dressed up, most dealers are, with their 
goods nowhere to go. In my department store ex. 
perience I used to say to buyers, you have no right 
to buy goods unless you have first planned the sale 
of them. We have no right to go to dealers, a lot 
of them inefficient and unsuspecting and taking our 
word because we speak with enticing words, an( 
induce them to buy our goods without realizing 
the great obligation we have in first showing them tl 
to sell them. 


This new man is doing that, and he has dis. 
covered that the way to buy intelligently is first 
to be reasonably sure of you possibilities for selling 
and the market that would justify a certain pur. 
chase. 


Window and Counter Advertising 


Window display advertising and counter display 
advertising is doing its bit to keep pace with this 
higher idea of dealer development. “You are not 
the only ones who have been seeing the need for 
intensive dealer cultivation. You are not the only 
ones who have seen the need for scientific ideas in 
advertising, whether in direct-by-mail or agency 
campaigns, or whatever. Whereas, thirty years ago 
advertising meant merely sticking an announcement 
in a publication, and to-day it represents one of the 
most highly departmentized and specialized fields 
in business. So window display advertising and cour- 
ter advertising, if you please, are coming through 
this process of a higher sense of the scientific, and 
some things are being done that transcend the mere 
lithographing of a cut-out and sticking it into a 
dealer’s window. My job is to come here and tell 
you, and I hope it is in an unselfish way, not only 
about what we are doing, but what is being done 
in our particular field in this direction of dealer 
cultivation. 


Before American business can really come it 
for its own big expansion—and I say that because 
I don’t think we have scratched the surface yet— 
and before we can eliminate this criticism of Mr. 
Hoover’s Commission, which said it wanted to know 
why it was that it costs more to distribute a piece 
of goods than it does to make it, we have to bring 
the American dealer up to the high standards of 
practice which characterize the work of production, 
advertising, financing and accounting. It is a prob- 
lem of education, and we have to do the educating. 

We are not going to educate dealers by talk, by 
trade paper advertising and articles merely, or by 
mail alone. We have got to make the dealer at 
integral part of the campaign from its inception 
down through to the getting of the sale. In other 
words, the big need is for a definite hook-up be- 
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tween the dealer and every element, every hourly, 
daily element of an advertising campaign—not a 
sop in the way of a circular or a call of a salesman 
but a definite, continuous, organized tie-up to make 
him fit in with the general plan. A plan that doesn’t 
include such a tie-up is as futile and fruitless as 
throwing a ninety-foot rope to a man who has fallen 
into a hundred-foot well. It isn’t even an encour- 
agement ; it is an aggravation. 

To-day we find definitely organized periodic 
window displays that function with the same regu- 
larity as magazine advertising. I don’t need to go into 
detail to tell you the value of this constant hook-up, 
this continuous connection between the dealer and 
the national advertising. Westinghouse Company is 
furnishing a regular monthly service, and so is Durant, 
selling his Star Car and his Durant. So are many 
others like Columbia Phonograph and the Edison 
Phonograph and Kelly-Springfield Tires, and some 
others. 

We have talked for years of the value of inter- 
mittent impression, of keeping everlastingly at it, 
and window advertising has been the last advertis- 
ing to employ that element, although we have all 
admitted its need. 

Another element that enters here is the timeli- 
ness of displays. Displays must be more than be 
regular—they must hook up with the season. They 
must come out when particular types of merchan- 
dise are being pushed, and if you will observe these 
displays closely you will find that they do not only 
advertise the product which the manufacturer him- 
self is exploiting, but all the merchandise of the 
dealer, and so we find Yale & Towne advertising 
kitchen utensils.and tools and paint and ice cream 


Display by Raymond K. 
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Henry for The Miller Store Company, Knoxville, Tenn. 


freezers which they do not make; and we find West- 
inghouse advertising vacuum cleaners and washing 
machines and other things they do not make 
so on down the line. 


and 





Another step that is necessary is to sell the 
displays to the dealer, and I mean that in two ways, 
not only to sell them in order to, get the dealers to 
pay for the displays. 
big organizations to-day, including some of these 
[I have mentioned, that have thousands of dealers 
buying dealer advertising because they have been 
sold on the need of hitching their wagons to the 
national star and getting the benefit of all this 
other advertising crystallized in their own place of 
business. Some displays are being sold to dealers 
not only in the sense of persuading them to see the 
value of them and use them, but to pay money for 
them as one of the additional elements. 

Then another element that enters is the mer- 
chandising sense. There isssomething more needed 
than pretty girls’ pictures or a mere cute idea of 
copy in dealers’ windows and on counters to sell 
goods. We are beginning to see the need for intro- 
ducing into window displays the same copy funda- 
mentals that follow through in other departments 
of advertising, and I hope in a later discussion to tell 
you one or two things about some other organizations 
that are making window and counter advertising a 
definite part of the total merchandise proposition that 
is put up to the trade. The window display advertis- 
ing that intelligently hooks up with a national campaign 
is really. part of the sale of goods, and is not only doing 
that, but is teaching the merchant through the most 
‘ntelligent way to teach the value of advertising by 
showing him definite sales results. 


I tell you there are twelve 
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Why You Should Know Merchandise 


Sales are more readily made when salesperson can discuss intelligently 
the character, quality and uses of the article for sale 


By DR. PAUL IVEY 


Professor of Economics, University of Nebraska 


Much has been said in The DISPLAY WORLD con- 
cerning the necessity of displayman knowledge of the 
merchandise he handles, but the importance of this es- 
sential in merchandising success bears frequent reiteration. 
The successful display manager-is cognizant of the de- 
mand that he know merchandise; that he be equipped with 
every argument that might be successfully employed in 
the sale of that merchandise. Just as it is a fact that the 
most successful salesman is the one who knows most about 
his merchandise, so also may the display manager’s worth 
to the store be gauged through his familiarity with the 
merchandise stocks. 

Dr. Ivey, professor at Nebraska University, who was 
formerly a successful retail salesman, most forcibly illus- 
trates the importance of “knowing merchandise” in the 
following article which is directed to those behind the 
counter but adaptable with equal force to other store 
divisions: 

mw) HAVE been a salesman and I know what 
it is to meet customers and persuade them 
el . 
€ => to see the value in my merchandise. 

“Now there-is a lot of dishonesty in merchan- 
dising. But it is my opinion that 95 per cent of this 
dishonesty is not intentional but the result of sales 
people’s ignorance of the goods they are selling. 


Know Your Goods 


“For example: One day | went into a store and 
requested a young lady to show me an aluminum tea 
pot. ‘That is a beautiful tea pot,’ I said, ‘but will 
the finish last?’ She hesitated a little; then an- 


swered: ‘Yes—it will last with the proper care.’ 


“T inquired of her what she considered the 
proper care and after another moment’s hesitation, 
she replied that the finish would last if the alu. 
minum were polished regularly. 

“Now, that young lady did not mean to be dis. 
honest, but what she.told me was a downright lie, 
as I know very well that aluminum will not stay 
bright. The purpose of aluminum isn’t to look 
pretty; its strong feature is that it will not rust, 
This young lady’s dishonesty was really the result of 
ignorance—of not knowing aluminum. And that’ 
the basis of most dishonesty in merchandising— 
nine-tenths of the sales people do not know their 
merchandise. 

“Asa salesman I have been scared to death t 
tell the truth for fear I could not sell my merchan- 
dise. Somehow the customer always seemed to 
sense my lack of confidence. If a salesman pos- 
sesses real knowledge of his merchandise, he can 
answer the customer’s questions truthfully and tell 
the customer facts about the merchandise that will 
win the customer’s interest and create the desire to 
buy. Lots of customers want to know if the sales 
person has facts behind his general statements. 

“The first thing, of course, is to know your mer- 
chandise. That knowledge acquired, the next step 
—and it seems to me an important step—is to create 


Display Tie-Up With Feature Picture Attraction. By Herman A. Lembke, Columbia Outfitting Co., Los Angeles 
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Display by John Mackey for Herpolsheimer’s Dry Goods Co., Grand Rapids, Michigan 


a sales talk based on this knowledge. In the stores 
where I have charge of salesmen, I have induced 
them to create selling talks. 

“For an illustration of the value of a sales talk 
based on deep knowledge of the merchandise, con- 
sider the case of the store offering two kinds of 
gloves for sale; priced respectively at $3.50 and $4.00 
per pair. 

“A woman comes into this store and sees the two 
kinds of gloves. She is trying to save money, of 
course. The two pairs look alike to her, so she 
asks the clerk why one pair is higher priced than 
the other. The clerk stands first on one foot, then 
on the other and replies: ‘Why, one pair is better 
than the other.’ Pressed for a reason why one pair 
is better than the other he is compelled to say he 
(oes not know. 


Explain Proper Way 


“Suppose this particular sales person had been 
able to explain the difference in the price of the 
gloves in this way: 

“Clerk to Customer: ‘If you will examine these 
gloves closely, you will notice that leather in this 
one (pointing to the $4 pair) is more flexible and 
durable than in the other glove ($3.50 pair). That 
is the result of a special process of tanning in which 
expensive ingredients, such as eggs, alum and 
four, have been used. You will get more value in 
the higher priced glove.’ 

“Which answer do you think would sell the 
higher priced glove? Is there any doubt? 

“Another thing! Study your customers and be 
prompt in meeting, and prompt as well as accurate 
in answering their questions. The clerk who greets 
a customer with: ‘Do you want something?” al- 
Ways reminds me of the man who wandered into 


a Pullman car at 2 a. m., tired out and desiring 
nothing so much as to go right to bed. The Pull- 
man conductor met him and said: ‘Do you want 
a berth?’ ‘No,’ the man replied, ‘give me a peck 
of potatoes and a pound of lard.’ 

“Salesmanship is the biggest field in the world 
because it deals with the human mind. When you 
are wa:ting on a customer, try to give him (or her) 
expert service. Show him the value of the mer- 
chandise he is considering buying.” 





ED. DEAN PULLS BIG STUNT IN ADVERTISING 
FUR STORAGE VAULT 


E. R. Dean, display manager for The Dayton Company, 
Minneapolis, continues to attract throngs to his windows. 
The so-called dull periods make no difference to this dis- 
playman who seems to have versatility and originality in 
such degree as to make these dull buying season periods 
of great value to The Dayton Company. 

His most recent stunt, one that is being talked about 
from coast to coast, featured three live cub bears, brought 
on from the Canadian woods by Mr. Dean. The display, 
in one of the big corner windows was placed! to stimulate 
interest in the Dayton cold storage plant for furs, and 
the setting consisted of a scene from the Artic. The little 
cubs froliced in this atmosphere and their antics had the 
sidewalks blocked from early morning until midnight. And, 
incidentally, these little fellows, unknowingly to be sure, 
played a mighty important role in bringing much excel- 
lent publicity to the Dayton store. Not only did this show- 
ing create business for the storage vault department, 
but it impressed thousands with the linking of furs and 
Dayton’s, so that when the fur buying season opens they 
will think of Dayton’s when they think of furs. 

This introduction is but typical of Ed. Dean’s contribu- 
tions. The popular display artist takes advantage of every 
opportunity, and when there are none to be observed Ed. 
steps out and makes ’em. 





An outstanding example of efficient window illumina- 
tion and color lighting is to be noted at Carson’s Millinery, 
Nicolett Avenue, Minneapolis. 
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A Store That Service Built 


New twelve story building of The Rollman Company a magnificient 
civic contribution made possible through fifty years of dis- 
tinctive service in the interest of the shopping public 


ORE than a half a century of successful 
merchandising, each year of which has 
been punctuated with distinctive innova- 
tions in the interest of an ever increasing patronage 
is the record of The Rollman Company, a leading 
department store of Cincinnati, recently housed in 
its beautiful new twelve story building at the cor- 
ner of Vine and Fifth Streets. 

In an effort to make the new Rollman home, 
not only the most modern, convenient and beautiful 
store building in Cincinnati, but one that would 
compare favorably with the greatest retail stores of 
the country, more than a year’s time was employed 
in store investigation which took officials of the 
Rollman Company to every prominent city from 
California to Massachusetts and from the Gulf to 
Canada. Nothing was spared in the effort to give 
to Cincinnati, what Rollman officials are wont to 
term, a modern store building the perfection of 
which identifies it as a distinctive contribution to 
the city’s development. In this they have suc- 
ceeded and there stands 
today, at the world’s ninth 
busiest business corner a 
retail establishment in all 
its majesty, second in 
service facilities to no other 
in the country. 

The new store is twelve 





stories above the ground 
with basement and sub- 
basement features. The 
architecture of the new 
Rollman building is modi- 
fied Italian Renaissance. 
The first two stories of 
the building are faced 
with granite, on the two 
street sides. Above: this 
the facing is Indiana lime- 
stone. The panels be- 
tween the columns at the 
second floor are of Levan- 
to marble, imported from 
Italy. The cornice of the 
building is of terra cotta. 
The Hatters Alley eleva- 
tion is faced with Kittan- 
ing brick in order to im- 
prove the penetration of 
natural light into the alley. 





The New Rollman Store, Cincinnati 


The battery of elevators which serves this new 
building, eight for passengers and one for freight, 
are all equipped with the latest and most approved 
safety control devices. For instance, it is impossible 
to start any one of these elevators until the doors 
are securely closed and the doors cannot be opened 
from the outside at any time. Electric brakes 
automatically control the speed of the cars. Be. 
sides the regular stopping and starting devices, 
there is an emergency brake. These cars are care- 
fully balanced so that they run without any of the 
sudden stops and jarring to which many people 
object so strenuously. In addition to regular Up 
and Down signals, there is a device by which an 
operator of a crowded car can transfer your signal 
to the next car passing the floor where you may be 
awaiting elevator service. 

Ventilation problems have been worked out in 
the most complete and satisfactory way. All the 
air which circulates in the new Rollman building 
is washed to free it from dust and impurities. In 
winter it is warmed to a 
suitable temperature; in 
Summer it is chilled. The 
intake for air is on the 
fourth floor, where even 
the natural air is more 
pure than that at the street 
level. 

The air in the base- 
ment, basement mezza- 
nine and sub-basement 1s 
controlled by means of an 
exhaust fan which draws 
out all of the air and fur- 
nishes a new supply every 
six minutes. Air in these 
sections as well as in all 
other sections of _ this 
building is accordingly 
much more pure than that 
one breathes out of doors, 
even in the suburbs, not 
to mention the down 
town streets where many 
impurities abound. 

Each floor is equipped 
with connections for vac- 
uum cleaners and with 4 
dirt chute which empties 
into the sub-basement. A 
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How Rollman’s Main Floor Appeared Just Before New Store Was Opened to Public 





separte paper chute discharges all waste paper into 
a debris room, also in the sub-basement. 






In the sub-basement has been installed, the most 
up-to-date fur storage vault in this section of the 


Iding The building has complete fire protection by country. The air which circulates in this vault, like 
. InfBreason of its re-inforced concrete construction that of the rest of the building, is freed of all impur- 
to afMand by reason of an elaborate sprinkler system ities. It is then dried and chilled before it is forced 
=; inf with outlets at eight feet intervals in all ceilings. into the vault. By thus drying it completely all 
The A building of such a height, twelve stories above danger of damage from frost is eliminated. 
1 the MB the street level, and three stories below, requires Another unusual precaution which has been 
even Man elaborate system of window bracing. This is taken is the placing of the cooling coils, not in the 
more MM provided in the west wall by means of X-bracing. storage vault, but in an adjoining room which is 
street A complete pneumatic tube system has been in- air and water-tight. Even if a coil should spring 
stalled for handling cash and credit sales. Change a leak, it cannot harm the furs. Before any fur 
base- Mis made in a tube room located on the north side is stored in this vault it will be cleaned with jets of 
ezza- M™ of the basement floor by a corps of girls specially air. Storage in a vault such as this is just like re- 
nt is #@chosen for their quickness and accuracy. Another turning the fur to the conditions in which the ani- 
of an MM set of tubes transmit credit sales to the Credit Depart- mal which bore it lived. At the end of a period 
raws /™ ment on the tenth floor for approval. the furs are brighter and softer and more glossy 
fur- Spiral chutes convey merchandise that is to be than when they were first put in. Woolens, dra- 
very MM delivered, to a wrapping and storage space in the peries and floor coverings will also be accepted for 
hese #@ sub-basement. Almost before the customer has left storage with an absolute guarantee against moths. 
n all HM the counter the merchandise has been inspected, The new merchandising cathedral was not 
this J wrapped and placed with other packages that go planned without much consideration granted to the 
ingly # to the same section of the city. This system saves display facilities and fixture properties since Roll- 
that # four or five rehandlings of the package and otten man Officials have long since agreed on the power 
oors, MM enables the merchandise, to go out on an earlier of merchandise display as a means of stimulating 
not @ truck than if it were kept at the counter and col- sales and evidencing store policies. As a result of 
lown #@ lected only at intervals. the very diligent consideration of these important 
nany On each floor is a service desk which will take store essentials the show windows of the Rollman 
charge of a customer’s purchases as fast as she store present features that are not duplicated in 
pped J names them so that when she finishes her shopping any store of the Queen City, and a few of them are 
vac- [i she simply calls on the first floor and receives every- new and sole innovations conceived and designed 
th 4 thing wrapped together ino one bundle. The by the display division of the Rollman Company, 
oties MF amount of time saved on each purchase means a where E. J. Thuning is’ in charge. 


A 









big saving on a series of four or five purchases. 





The show windows, ten of them, beautiful in rich 
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One of a Striking Series of Opening Windows. By Display Manager FE. J. Thuning 


walnut backgrounds and matched six-inch block 
floors with lighting installations, the latest intro- 
ductions of The National X-Ray Reflector Com- 
pany, provide unusual facilities for striking mer- 
chandise presentations. Each window is provided 
with disappearing footlights and overhead reflec- 
tors. Complete equipment also includes color light- 
ing facilities with the recent X-Ray Company de- 
velopment in Center Spot Beams attached to each 
spot light. 


Onli-Wa Fixtures Enhance Windows 


The fixtures are strikingly beautiful in Amer- 
ican walnut, matching the background, and pre- 
senting those graceful lines and perfect balance 
and finish that characterize fixture products of 
The Onli-Wa Fixture Company, designers and man- 
ufacturers of all display fixtures serving in the new 
Rollman store. 


Mr. Blaney Directs Advertising 


The progressive tendencies of the Rollman or- 
ganization are everywhere in evidence but nowhere 
more perfectly functioning than in the advertising 
division which includes the display department. 
Harry W. Blaney is advertising manager of the 
Rollman Company, and has as director of the dis- 
play department, E. J. Thuning, whose skill in the 
art of displaying merchandise has brought the show 
windows of this store to the point where they are 
unsurpassed in Cincinnati as sales creators. 

The ideas of the displayman are given wide ex- 
pansion here and receive the support of the adver- 
tising manager. Mr. Blaney, incidentally, has many 
pronounced and tried ideas about store advertising, 
the practicability of which is eloquently manifested 


in the constantly increasing Rollman patronage, 
but of particular interest here is his reference to 
display advertising in the show window. “News- 
paper publicity co-ordinating with the window dis- 
play,” says Mr. Blaney, “is the ideal combination 
in retail store advertising, and at this store the two 
important divisions of sales promotion:-are work- 
ing in closest harmony.” 


Display Department Ably Directed 


Mr. Thuning, display director, while operating 
as a member of the advertising division, is in 
complete charge of his department, and has, like 
leading displaymen in the greatest stores, authority 
to direct the expenditures of his division. He is 
allowed ample display assistants for the department 
and sits in all important store conferences that in 
any manner are concerned with the merchadise 
policies or plans of the store. 

Getting back to the window construction and 
display properties and devices adopted at this new 
store, it is well to mention the very elaborate and 
practical window valances and drapes designed by 
Mr. Thuning and made under his direction in the 
drapery section of the store. The valances are of 
satin brocaded damask, 24 inches deep while the side 
drapes of each window are of plain satin damask. 
Merchants from other cities have freely commented 
on the beauty of design and practical features of 
these valances. 





U. S. DISPLAY PRIZE WON BY R. E. COURTNEY 

R. E. Courtney, display manager for Hanke Bros., Cit- 
cinnati, has been declared the winner of first prize, $200.00, 
in the national display contest conducted by The United 
States Rubber Company. Mr. Courtney’s display featured 
United States Keds. 





time ¢ 
expec 
is onh 
“Bt 
retaile 
facts 
tentio’ 
Mr. \ 
in the 
to the 
bel’ev 
made 
the fz 
ments 
only { 
And t 
H 
men a 
of yo 
he do 
swers 
of co 
all rig 
Bi 
is exa 
wheth 
first t 
it, anc 
to the 
your | 
H 








nage, 
ice to 
News- 
w dis- 
nation 
e two 
work- 


rating 
is in 
, like 
hority 
He is 
tment 
at in 
ladise 


1 and 
5 new 
e and 
ed by 
n the 
ire of 
e side 
mask. 
ented 
es of 


VEY 

,, Cin- 
200.00, 
Jnited 


atured 








THE DISPLAY WORLD 


Lighting Efficiency Increases Sales 


Store. and window illumination important essential in merchandising 
—How to determine the efficiency of lighting installations 


By N. W. TOWNSEND 
Lighting Efficiency Engineer, National Lamp Works, Cleveland 


F those who read this article the great majority 

are interested in displaying merchandise in 
¥ order to sell it. And in order that the goods 
be seen to make these sales, it is necessary that there be 
light. The very best of salesmen would have a tough 
time of it trying to sell goods in the dark. Then why 
expect 100 per cent of salesmanship under lighting that 
is only 60 per cent effective ? 

“But our lighting is all right,” declare nine out of ten 
retailers of whom this question is asked. But the real 
facts of the case probably will not bear out this con- 
tention, for there is nothing so deceptive as lighting. 
Mr. Merchant is accustomed to the light he has. He’s 
in the store day in and day out, and his eye is “keyed” 
to the degree of illumination in his store, and he really 
bel'eves that he has good lighting. Yet a recent survey 
made with precision instruments in a large city revealed 
the fact that only 25 per cent of the retail establish- 
ments are properly lighted, another 15 per cent are 
only fairly well lighted, 60 per cent are poorly lighted. 
And the merchant didn’t know it! 

Here’s a little test for you to try: Call one of your 
men after dark this evening and ask him what he thinks 
of your lighting. Dollars to doughnuts the first thing 
he does will be to look up at the lights before he an- 
swers. He will gaze at the glare—the brilliance will, 
of course, dazzle him—and he’ll say, “Why, they’re 
all right.” 

But suppose you step to one of your customers who 
is examining a piece of material critically, and ask her 
whether she can see it clearly. She will turn the article 
first this way and then that way to get a better light on 
it, and then the chances are that she will carry it closer 
to the light. Her actions tell you quite plainly that 
your lights are not right. 

Here’s the point this simple little test brings out. 





When you or one of your fellow store men judge your 
lighting you look at the lights. When your customers 
judge your lighting they look at the merchandise. And 
the latter way to judge lighting is the right way. Judge 
it by the effect it produces, 

Whether the “illumination” of your store is suffi- 
ciently bright for good vision on the part of the cus- 
tomer as. well as on the part of the salespeople, or 
whether the customer who wants to at all closely ex- 
amine your merchandise ‘s compelled to take it closer 
to the light, is largely dependent upon three things. 
These are (1) the size and.kind of lamps you use, 
(2) upon how far apart they are spaced, and (3) upon 
what kind of lighting fixtures you use. 

And yet, while requirements differ, a reasonable 
minimum lighting standard for the average store is 
obtained by using 200-watt Mazda lamps (or 300-watt 
Mazda daylight lamps if a lighting effect approximat- 
ing daylight is desired) in enclosing shades of dense 
white or prism glass, spaced about ten feet apart. If 
your present lighting falls below this it will surely pay 
you to re-light your store at once, for proper illumina- 
tion adds more to your sales—and costs less—than any 
important item of store outlay. 

It is well to have the lighting units located over 
counters rather than placed above the aisle, whenever 
possible and practical. This is especially true where 
there is but a single aisle in the store. If the counter 
and show-case lighting is solely dependent upon illu- 
mination coming from a single row of lighting units 
placed above the aisle, the result is that the customer’s 
shadow is quite likely to fall on the exact spot where 
the light is most needed. 

If there is any doubt at all in your mind as to just 
what the lighting requirements in -your store are, it will 
be well worth while to consult a lighting specialist. 
















An Excellent Example of Efficient Show Window Illumination. Note Even Distribution of Light 
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Keeping Up With Display Progress 


The evolution of display advancement has manifested its influence 
in all stores, but nowhere in greater degree than in the drug division 


By J. B. SLIFER 
Display Manager, The Owl Drug Co., Chicago, IU. 





store displaymen differed in form and style 
from that of the department or ready-to- 
wear display manager. While this statement seems 
to me rather vague in its inclusion—and incorrect 
in fact, there can be no question that the drug 
store displayman must be as much a displayman as 
our brothers of the other store classifications. 

The important duty of any display is to sell mer- 
chandise—either right at the time it is presented, 
or later as a result of the influence of a previous 
showing of the merchandise. In this, all displays 
are alike, and in the effort to bring about sales all 
displaymen function similarly—that is—through ac- 
tions resulting from a preconceived plan worked 
out in the form of a merchandise display. It would, 
then, seem that- display demands differed little in 
purpose or principle even through the means and 
utilities employed in the accomplishment of the 
purpose varied in great degree. 





True, there is a great difference between the 
ordinary drug store display item and a gorgeous 
creation of imported lace, fashioned deftly over a 
beautiful manikin of wax, yet the exquisite gown 
or drape is thus presented for the self same purpose 
that gave the displayman the notion to arrange 
in his drug windows a display or Dr. West’s tooth 
brushes. And both function alike, granting that 
the principles of display are correctly employed in 
each instance. Each display has the same function 
to perform in the attracting of attention and the 
stimulating of sufficient interest in observers to 
arouse that desire that in turn directs a customer 
into the store for the purpose of purchasing the 
article. Surely displays and displaymen are very 
much alike insofar as their purposes in the :store 
organization are concerned, and the greatest dif- 
ference between the means employed by display- 
men of variously classified stores seems to be in 
the character of the merchandise handled. 
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Here again do we see a clever employ- 
ment of the grouping idea, this time fea- 
turing Dr.West’s tooth brushes. Twenty- 
eight brushes were used in this display, 
attractively presented on frames espe- 
cially constructed for this showing. Oil 
paintings and paper-covered plateaus fur- 
nished the setting. This display sold 
1,008 brushes in five days. Arranged by 
J.B. Slifer, The Owl Drug Co., Chicago. 
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The effectiveness of the unit form of dis- 
play arrangement is clearly demonstrated 
in the window illustrated at the left. The 
groupings are tastily arranged, with a | 
generous quantity of stationery employed. | 
This attractive display sold hundreds of 
boxes of stationery during the five days | 
it was m place. Display by J. B. Slifer, | 
The Owl Drug Co., Chicago. | 
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Mr. Slifer has long since discarded the 
old system of showing a window full of 
candy, and the improvement on the old 
method is noticeable in the display at the 
right. Grecian containers were employed 
to hold the confections and silks and taf- 
fetas served as color vehicles in the. set- 
ting. A large spray of burnt orange 
flowers and foliage was placed in center 
background. 
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At the left is illustrated an interwr sec- 
tion of one of the Owl Company stores. 
Note the evident consideration of mer- 
chandise arrangement and the liberal 
amount of clear counter top space. All 
display units used on counters are uni- 
form in style. Simplicity of decoration 
is to be noted, with attention called to the 
fresh appearance of all stocks. Displays 
by J. B. Slifer, The Owl Drug Co., Chi- 
cago, LIl. 
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It is my good fortune to be affiliated with one 
of those real human, progressive institutions that 
appreciates display value and the displayman im- 
portance in the selling division of the store organ- 
ization, and being so situated find unhampered op- 
portunities to prove the incomparable merits of ef- 
fective display presentations in the drug store 
window. 

Development in Drug Store Displays 

Great progress has been noted in the style and 
type of the drug store display spaces, and while 
the growing tendency to add to the merchandise 
carried by the drug store has had, undoubtedly, 
great influence in this development, the most im- 
portant and vital reason for the evolution is to be 
attributed to the general advancement in merchandising 
methods with a corresponding development in the ap- 
preciation of display or merchandise visualization as a 
power in sales stimulation. 

Perhaps the accompanying halftones will assist 
to more graphically illustrate the evolution in drug 
store displays. At any rate, they show the general 
character of window display sanctioned by one of 
the country’s leading organizations, and may assist 
other drug store displaymen in selling the boss on 
the advisability of making the windows attractive 
first, if they are to serve efficiently as sales makers. 
Window No. 1 features stationery displayed in 





unit arrangement, a style of arrangement old in the 
profession but new in its acceptance in the drug 
store. This window is eight feet long and thirty 
inches deep, with 3x3 inch light oak waxed wood 
floor blocks. Fifteen boxes of writing paper were 
used in this showing and in one week’s time 478 
boxes were sold. The fixture equipment included 
ebony plateau ornamented with light blue and gold 
decorative paper. Silk puffings of blue, peach and 
pea green were employed to add color. 

Three original oil paintings formed a_ back- 
ground setting for the Dr. West toothbrush dis- 
play, illustrated in Example No. 2.. Twenty-eight 
brushes were used here, some in frosted panels. 
Drapery and puffings were sand, peacock blue and 
peach silk. The feature card, a prominent asset to 
this display was paneled in regular holder and was 
7x11 inches. One thousand and eight brushes were 
sold during the five days this display remained in 
place. 

The candy display proved an excellent producer 
and resulted in the sale of hundreds of pounds of 
toast-a-nuts, the delicacy presented. Grecian gold 
bowls were used as containers which rested on 
Grecian gold candle sticks. Seven by nine inch card 
was used, and foliage and flowers of burnt orange 
lavender vase 


‘were attractively arranged in a 


draped with peacock blue sport silk. 
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Breathing Life Into the Display 






Announcing a remarkable story concerning the manufacture and use 
of wax figures, as told by the world’s master wax sculptor, Mr. Irwin 
G. Culver—Twelve Installments 


The issues of The Display World since its establish- 
ment, one year ago, have been evidence of a service dis- 
tinctive in its purpose to give to the display manager the 
best that the profession of mercantile display art affords. 
Only those features that are new and had practical and 
pertinent association in 
the work of the display- 
man have been sought 
and presented. Only ar- 
ticles and opinions preg- 
nant with valuable sug- 
gestions have found ex- 
pression in the pages of 
this publication. 

In an effort to main- 
tain the quality of Dis- 
play World reader and 
editorial content only 
the best has been so- 
licited, and the results, 
including regular contri- 
butions from the _ best 
known display authori- 
ties in the country form 
an eloquent testimonial 
to the character of ser- 
vice rendered. 

To the already great and brilliant staff of con- 
tributors others will be added during the next 
twelve months, but none perhaps of greater im- 
portance than the illustrious Irwin G. Culver, who 
inaugurates his department with this issue. For 
the first time, the display profession will have, 
through the pages of The Display World, 
an opportunity to receive information and 
advice on the store’s most important dis- 
play essential—wax figures—from the 
master figure sculptor of the world. 

Mr. Culver’s fame extends beyond the 
limits of this country, and his perfect 
examples of figure sculpture have found 
their way into stores throughout 
Europe and the Orient. Such a 
series from the pen of this creator 
will, we are confident, be received 
with unusual enthusiasm by dis- 
playmen and merchants interested 
in better merchandising through 
more efficient appreciation of the 
principles governing mercantile 
display. They will prove excep- 
tional in interest value since this 
master of wax sculpture is in him- 
self most interesting. 

In a future issue, the story of 
Mr. Culver’s rise to fame will be 
published, and it is indeed a most 
interesting narrative, dating back 
to the days spent on his father’s 
farm in Lockport, Niagara County, 
New York, and where, incidentally, 





IRWIN G. CULVER 

















The Country's Most Popular Wax Figure 


Mr. Culver obtained the inspiration that later found ex- 
pression in the most remarkable character work ever pre- 
sented in wax—“The Old Man and Old Lady.” 

Mr. Culver’s introductory article follows. In it he 
intimates clearly what is to follow, and, though not men- 
tioned in his manuscript, the author wishes to announce 
that a “Question Box” will be maintained during the 
period covered by the articles, and in which any problem 
or question will be solved or answered. 





T THE suggestion of many of my acquaint- 
ances in the display profession, and by request 
of the managing editor of The Display World, 

Mr. Foley, I am to attempt to tell the story of wax 

figures and forms from behind the scenes. 

In this series I purpose to start from the very be- 
ginning, the moment of the first conception in the 
artist’s mind to produce a figure in wax, and from that 
point I will follow its course through every detail of 
thought and development to the finished product, illus- 
trating by photographs some of the most important 
and interesting parts of the work. I will also, in this 
connection, explain some of the different items of ex- 
pense, with the hope for a better under- 
standing of why the increasing cost of up- 
to-the-minute wax figures and forms. 

Then I will want to say something about 
the art of posing or effecting dif- 
ferent attitudes in these wax fig- 
ures and forms, the secret of why 
they look human and natural, or 
grotesque and artificial, as this is 
a most important study in both 
the manufacture and use of wax 
figures. I am going to say some- 
thing about the value of their use, 
with reasons why as a fashion 
model and a silent salesman they 
absolutely can not be equalled or 
replaced. 

Something will be said con- 
cerning the care of wax figures, 
and in this connection some 
straight from the shoulder advice 
will be issued to merchants, as 
well as to the displayman and as- 
sistants who boost the upkeep ex- 
pense of wax figures through 
gross negligence manifested in 
careless handling of these figures. 
It has always been considered as 
one of the essentials in display- 
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man efficiency to evidence a diligent consideration of 
the merchandise handled, and, in the case of wax figures 
and other display properties the same care should be 
exercised. It could, then, be stated that the first requi- 
site for display perfection is that of appreciation of the 
value of all things employed in the display, since that 
display can not be perfect in presentation if each detail 
of the whole is not in itself perfect. 

Another chapter of this series will be captioned 
“Imitation is the Sincerest Form of Flattery,” an old 
and shop-worn caption, to be sure, but one that is 
serving well and unusual in its interpretation. In this 
chapter something interesting and profitable will be said 
concerning methods frequently employed in wax manu- 
facture and distribution that frequently result in most 
embarrassing situations for the manufacturer and mer- 
chant. I am going to say a lot of things, and I am con- 
fident that they will be of value to those who follow 
this series. It is my intention to tell you something 
about the manufacture of forms and figures that has 
vital connection in the most effective, appropriate and 
profitable employment of them. 

For more than a century wax figures have been 
generally recognized and accepted as the most natural 
reproduction of the hu- 
man body. Granting 
this, what then, may it 
be asked, is more natu- 
ral than the merchant’s 
acceptance and employ- 
ment of wax figures as 
the most efficient means 
of showing apparel 
worn by men and wo- 
men? 

From the time of 
the French Revolution, 
when human heads 
were reproduced in wax 
by Madam Tussaud, 
the wax artist of that 
period, up to the pres- 
ent day wax has been 
universally accredited 
as being the most prac- 
tical and natural ma- 
terial with which to 
fashion models of real- 
ly close resemblance to 
the human being. 

As I have stated 
many times, there is an 
insufficient opportunity 
for displaying 
dress accessories 
to advantage 
when they are 






Iruin G. Culver’s Creation That Has Been Acclaimed the Most Perfect Contribution in Wax Sculpture 


used by themselves. True, they may be presented in a 
manner that is acceptable to the average observer, but 
there is, in themselves, nothing suggestive or appealing. 

However, when these accessories are displayed with 
the apparel with which they are intended to be used 
they take on and present to the customer an entirely 
different meaning—an appeal. The customer sees how 
they may be employed as an embellishment, as a means 
of graceful adornment, and just why they have been 
selected to go with the different costumes with which 
they are presented. It is, then, safe to assume that 
when she purchases a gown or other garment she will, 
most naturally, want also some of the accessories that 
will show this gown to the best advantage. 

Just as the gown may be used to most advanta- 
geously present the accessory, so also is the gown pre- 
sented in its real beauty and appeal when draped or 
fitted over the attractive, stylish wax figure or form. 

Merchants and display managers of to-day appre- 
ciate the utility as a sales medium of the wax figure, 
and many of them have become experts in their ap- 
praisal of the quality and versatility of them. They 
demand figures that are perfectly sculptured and posed, 
and pa‘nted or finished with the delicacy and color of 
human flesh. To produce these results has required 
the development of the highest class of talent that is 
possible to obtain, and it is the requirements of this 
talent that my first installment of this series will con- 
sider. 

The articles which are to follow will, I trust, be of 
real value, since especial effort will be made to bring 
out those facts of wax figure 
manufacture and employment that 
can be advantageously applied. 
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Where the Goods Are For Sale 


Why one large national advertiser considers window display the 
most natural, best proved and most productive. sales medium 


By J. S. LOVE, 


Manager Dealer Service, Sunmaid Raisin Growers 












MAJIE believe that, as someone had said, “The 
aN most natural, best proved, and most produc- 
Ae9] tive medium for advertising is the space 
in the dealer’s own window and store—right where 
the goods are for sale,” and our experience of the 
last two years -(since we went in for this specific 
form of advertising on a large scale) has convinced 
us that, for the money expended, the returns from 
such effort are greater than from any other form 
of advertising. And further, we feel that a compar- 
ison may be fairly made, because, in a constantly 
increasing proportion, our window trims are going 
into every community where our message is carried 
through other means. We trimmed a total of 27,000 
windows in 1922, and expect to increase this number 
to 50,0CC this year. 


Salesmen Put In Display 


We have an average of 200 men (salesmen and 
displaymen) working out of our division sales of- 
fices in the United States and Canada, averaging 
approximately 20 calls per day per man, all fully 
supplied with complete line of advertising matter, 
window displays, and other dealer helps. 

In addition to their sales duties, our salesmen 
install the ordinary window displays, but for the 
larger and better class stores, regular window dis- 
playmen (who also act as salesmen) are assigned 
to their decoration. In some of the larger cities we 
have as many as three window displaymen operating, 
averaging six windows per day. Our salesmen are 
expected to trim at least one window per day. By 
this arrangement, we procure a good distribution 
of our advertising materials, which tie in with the 
other media employed, and further stimulate demand 
for our product. 

We are following out this same practice in other 
countries—England, China, Japan, Denmark, Bel- 
gium, etc.—and are obtaining a most gratifying result, 


though, of course, the receptivity in the foreign field 
is not so marked as in our own country. 

We believe that, through our salesmen doing 
this field advertising work—window trimming and 
other display distributing—they are brought into 
a closer relationship with the dealers and their 
sales efficiency is thereby immeasurably increased. 
If, for example, a dealer parries an approach with 
the statement that he is fully stocked on Sun-Maid 
Raisins, our salesman offers to help him move that 
stock, suggesting as the best and quickest means, 
that he be allowed to install a window display. In 
the majority of cases, this offer is gladly accepted 
and a good result is obtained, varying, however, ac- 
cording to locality of store, class of trade, etc. In 
this way stocks are kept moving and dealers sat- 
isfied, for our salesmen are educated to sell service 
as well as Sun-Maid Raisins. 

Installed in our offices in Fresno is a standard 
store front, thirty feet in width, with regular en- 
trance and average-size windows on each side. 
Once every month these windows are dressed, 4 
distinctly different scheme of decoration being used 
each time. They are then photographed and copies 
are sent to all salesmen (who, on their part, send 
in to this department photographs of the most out- 
standing windows in their respective divisions, 
which have been trimmed with our advertising mat- 
ter), so that, constantly our ideas of installation 
are kept abreast of the times. This interchange of 
ideas constitutes practically a continuous schooling 
for our field advertising force and enables this de- 
partment to keep up-to-date on whatever changing 
demands in such form of exploitation may arise, and 
we are constantly on the alert to improve the qual- 
ity and attractiveness of our display materials, s0 
as to keép them up to the highest standard com- 
mensurate with the best practice economically. 

We know that indiscriminate dissemination of 
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advertising is conducive only to waste, and produc~ 
tive of an extremely problematical result. There- 
fore, we do not send out display materials to deal- 
ers unless requested by them to do so, and even 
then, when this is done, we exercise, through our 
salesmen, a certain proprietory activity that will 
assure us that the materials sent are being actually 
used. 

New display and advertising matter, as intro- 
duced, is sent to the division offices, their individual 
allotments being based on the number of sales out- 
lets they have to concentrate upon. We have a 
careful monthly inventory made and sent in from 
each division. This is checked against the allot- 
ments forwarded each division (and charged against 
it) and also checked against the daily reports of 
salesmen as to the amounts of advertising placed. 
Thus, we know, definitely, what disposition is being 
made of the same. 

Our men are instructed that, wherever they find 
soiled or mutilated Sun-Maid Raisin advertising 
materials, they are to immediately replace them, 
since we realize that the “appetite appeal” idea 
cannot be carried out to a successful conclusion 
where the display matter is old and dirty. The 








Effective Display of Manhattan Shirts by M. Wolfson, Baer Bros. & Prodic, Chicago 


men are also instructed to salvage all possible ma- 
terials when the period of window display granted 
has expired, and to clean out the windows, leaving 
them in first-class condition, free from _ tacks, 
stickers, loose papers, etc. Through this procedure 
we estimate that we recover, for further use, about 
30 per cent of all advertising matter installed. Corn 
siderable of our advertising is particularly suitable 
for ledge and wall display and, wherever permis- 
sion can be obtained, it is left thereon, permanently, 
or until such time as it needs replacing or renewal, 
sometimes remaining from six months to a year 
after placing. 

As stated above, we firmly believe in the efficacy 
of window displays. Here in Fresno, itself, where, 
insofar as raisins are concerned, a condition of sat- 
uration might be thought to more or less always 
obtain, an intensive window dressing campaign, 
of one week’s duration, was recently put on, and, 
from a careful survey of results thereafter, it was 
found that the sales of local dealers (grocers and 
bakers) had increased from 400 per cent to 500 pez 
cent. This sort of result is, to us, extremely grati- 
fying and truly indicative of general results follow- 
ing our display tests in other sections. 
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BATES-ROBERTSON NUPTIALS 

Announcement of the marriage of Miss Fannye Mae 
Robertson to Ellsworth H. Bates has been received. The 
wedding took place in Bloomington, IIl., July 14, where Mr. 
Bates is display manager for C. W. Klemm, Inc. The 
bride is the daughter of Mr. and Mrs. George D. Robert- 
son, also of Bloomington. 

Mr. Bates is one of the best known men in the display 


profession, and recognized as a display champion in the 
official association. He is a regular contributor to The 
Display World. 





B. Smith, for several years engaged in display work 
at Steubenville, Ohio, is now located in Huntington, W. Va., 
where a display service will be established by the popular 
display artist. 





THE DISPLAY WORLD 


MESSMORE & DAMON, Inc. 


404-408 WEST 27th STREET - - NEW YORK CITY 


HESE are cuts from actual photographs of our papier mache life-like animals. The rhinoceros and hippo 
df potamus are colored in weird blues and grays to contrast with the different backgrounds you may wis, 
to use. The tiger is covered in a ha?r cloth ose it a realistic anpearance. The mechanical work on they 
are perfected in such a {ec tee 
way that they do not re- 
quire springs, belts or pul- 
leys and under ordinary 
use they will not get out 
of order. These moving stores 
displays are built with sands O 
either alternating or di- 
rect current special mo- 
tors. The mechanism in 


our decorations are made 

by high-class machinists. 

The animals work their ent all 
heads, eyes, ears, mouth, can be 
necks and tails. : buying 
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We have sold a numbe 
of department store 
throughout the countr 
an assortment of animal 
and have given the exclu 
sives in their cities. 











Last year we sold me- 
chanical displays to over 
one hundred first-class 
department stores and did 
not have one complaint. 
The proof of it is this sea- 
son we have orders from 
over fifty percent of them. 
Others have written let- 
ters asking for an option 
until they arrive here, also 
commending us on the 
wonderful results they re- 
ceived out of their moving 
displays last year. 
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Specialty Service That Sells Goods 


Electrical dealers converted to display cause through a service that 
not only sells one item, but goes further and moves the entire line 


By M. C. TURPIN, 


Manatee Merchandising Service, Westinghouse Electric Co. 


as a means of selling his goods are fre- 

ant, quently overlooked by the electrical re- 
tailer. This is not true of the modern department 
stores who frequently spend a great many thou- 
sands of dollars annually on their window displays. 
A merchant’s windows are his silent but effective 
salesmen, working for him day and night, every 
day in the year. Space taken in the newspaper— 
a highly desirable form of advertising— is only 
seen once, and cast aside, but the window is pres- 
ent all the time, and when attractively arranged, 
can be used to convey a definite message to the 
buying public that no other mdium is capable of. 
Last spring when the merchandising department 

of the Westinghouse Electric & Manufacturing 
Company was organized, the management realized 
that one of the biggest problems ahead of it was 
to assist in developing retail outlets and aiding the 
dealer and his store personnel along the lines of 
better merchandising. An outstanding fact was the 
crying need for a broad, comprehensive window dis- 


play service that would not only aid the dealer in selling 
Westinghouse products, but other merchandise as well. 

To provide such a broad gauged service would 
obviously impose on any one concern a financial 
burden that was not justifiable from any point of 
view, and yet the need for the service was inper- 
ative. It has been ‘the custom for years, and still 
is, for the manufacturer to supply literature and 
window trimming material free of cost simply for 
the asking. Sad to relate, much of this is consigned 
into the discard, and never performs any effective 
service. If any one doubts this statement, let him 
inspect the average retail merchant’s cellar (though 
for Volsteadian reasons this now is generally 
locked) and see the amount of literature thrown 
away, and not used. Nor is the retailer altogether 
to blame for this state of affairs. The enthusias- 
tic salesman, in his endeavor to secure an order, 
frequently offers the dealer a liberal amount of 
literature which is accepted without any question 
as to whether or not it can all be effectively used. 

Bearing in mind the points we have discussed, it 
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Illustrating the E ffective and Versatile Character of Westinghouse Window Display Service Properties. 
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was felt that the most good could be accomplished 
for the dealer and the Company at the same time 
by producing a real electrical merchandising win- 
dow display service covering the entire line, and 
ask the dealer to share the expense. This would 
enable him to secure a far more comprehensive, 
high grade all the year around service than he 
could possibly purchase alone, and at the same time 
give the manufacturer a wider distribution and gain 
the dealer’s good will by furnishing him at consid- 
erably less than cost a business-getting window 
display. 

This procedure was a distinct innovation in the 
electrical industry, although it has been successfully 
employed in other industries, notably the phono- 
graph, ladies wear, automobile tire, food products, 
and others. Occasionally, an electrical manufac- 
turer charges for a window frame or for certain 
pieces of equipment, but so far as is known, no 
electrical manufacturer has ever before sold to the 
trade a complete all-the-year-around window dis- 
play service for the dealer’s entire line of electrical 
merchandise. Having determined on this pro- 
cedure, it was felt absolutely necessary to keep 
any mention of the manufacturer’s name down to a 
minimum, thougli obviously, as he was to pay the 
major portion of the cost, he was entitled to a rea- 
sonable representation. In designing the service, 
it was decided always to compose the message from 
the standpoint of the dealer to the public, and at the 
same time feature the complete line handled by the 
dealer, which naturally includes several lines not han- 
dled by the Westinghouse Company. A tentative pro- 
portion was adopted of mentioning the name or trade- 
mark on the ten peces of lithographed material sent te 
the dealer each month. This decision has been relig- 
ously adhered to and has apparently increased the 
appreciation of the dealer for the service, as he 
realizes the broad gauge policy back of it. 

The service consists of a handsome three-panel 
oak window frame measuring, with wings extended, 
forty-seven and one-half inches wide by forty-seven 
inches high, with a panel at the top of the center 
section in which the dealer’s name is printed in gilt 
letters. A distinctive feature is the water-proof 
black cardboard backing which can be used as a 
blackboard on which the dealer may by means of a 
piece of chalk or crayon convey any message he 
desires to the public. This is particularly adaptable 
when it is desired to emphasize the price of the arti- 
cle featured on the center panel, and it does not 
destroy the continuity of the picture which is shown 
on the center and the remaining side panel. If de- 
sired, all three posters may be removed, and other 
cards of the same size inserted, or all three panels 
may be used for conveying the dealer’s message. 

The posters for insertion in the frame are 
lithographed in six or more colors and convey the 


central thought or idea of the display. Whenever 
possible, these posters follow the same idea as the 
manufacturer’s national advertising, though men. 
tion of his name is generally confined to the repro. 
duction of the trade mark. Use is made of the 
same sketches or drawings used in the popular na- 
tional magazines, so the tie-up is a definite one for 
the dealer. 

A streamer, 9x43 inches, for attaching to the 
back of the window or the glass front usually gives 
the keynote of the display or some timely thought 
on electrical merchandising. Occasionally there js 
substituted for the streamer, a set of price tags for 
different appliances. 

Six additional cards of varying designs and 
shapes following the same color scheme as_ the 
panel posters are supplied. These illustrate some par- 
ticular appliance or electrical idea. Two only of 
these cards are reserved by the manufacturer for 
exploiting his own products. 

Realizing that the good to be derived from such 
a service depends entirely on the effectiveness with 
which it is displayed, there is enclosed with each 
monthly shipment a printed instruction sheet which 
gives four photographic suggestions of how the win- 
dow display material may be arranged to produce 


.the best effect. These suggestion are made by ex- 


perts who have had wide experience in the mer- 
chandising field. In addition, ideas and suggestions 
are given from time to time on sales campaigns, 
counter and store arrangement, and other helpful 
hints. The instruction sheet serves as a blue-print 
which makes the setting up of the window display 
material such an easy matter that even a child or 
an inexperienced person can effectively trim the 
dealer’s window. 

In accordance with its established policy of 
handling its merchandise lines through - electrical 
supply jobbers, the Westinghouse Company is dis- 
tributing this service through its regular jobbers 
who are dividing the annual cost to the dealer into 
small monthly payments. By this arrangement, the 
dealer is enabled to get the all-year-around service 
at an expense equal to the price of one cigar a day, 
payable in small installments added to the monthly 
invoice from his jobbers. 

Answers to a letter recently sent to subscribers 
asking for suggestions leading to improvement in 
the service indicates the value it has been to those 
using it. The following comment is typical of a 
large number received: “We should like to say 
that we have found this service to be of great value 
to us in our merchandising and house-wiring busi- 
ness. We can frankly say that we do not know of 
any other advertisement of this nature that can be 
compared with the Westinghouse service in quality, 
drawing power and attractiveness. You may rest 
a.sured that we are entirely satisfied.” 
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Sound composition and effective 
lighting make this window unu- 
sually attractive. The simple treat- 
ment emphasizes the merchandise. 
This window shows what can be 
accomplished with good taste and 


Cornell-Wood- Board. 





























Here’s an interesting treatment of decorative 
panels made of Cornell-Wood-Board. There’s no 
limit to what can be doae in more elaborate 
pieces. Cornell is ideal for any kind of decorative 
treatment. 


























A clever silhouette idea makes this window dis- 
tinctive, and sure to get attention. You'll notice 
how simple the treatment is. Frequently the most 
simple effects are the most forceful. 

















Here are draping figures made of Cornell-Wood- 
Board. This window shows what excellent results 
can be had with Cornell, in giving merchandise 
the best possible display. Notice, too, that the 
floors in most of these windows are of Cornell, as 
described in No. 2 of this series. 


FHE  DisPiLAyY 









WORLD 























Attractive temporary 
decorations and cut-outs 
easy and inexpensive 


— more artistic and attractive you make 
your windows, the more efiectively will 
they produce sales. Just the right note in deco- 
rative sets and cut-outs frequently gives the 
ideal finishing touch. 





makes it possible to work out very distinctive 
decorative pieces at a minimum cost. It is easy 
to work with; good, firm, all-wood fiber, triple- 
sized to resist moisture. It’s mill-primed, all 
ready for paint; or its popular oatmeal finish 
may be just what you want. 


You'll think of any number of ideas you can 
work out easily in Cornell-Wood- Board. It’s 
a good idea to keep a supply of it on hand. 


CORNELL WOOD PRODUCTS COMPANY 
190 North State Street, Chicago, Illinois 
Mills: Cornell, Wisconsin 


This is the fifth of a series of six advertisements on easy, prac- 

tical methods for making your windows more attractive. Tou’ll 

probably want to save the whole series. They’re full of worth- 
while fads and ideas. Look for them. 
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What Are Ideas Worth to Your 


The ultimate worth of a window display depends upon the idea on 
which it is builded—upon the thought exercised in developing it 


By RAYMOND T. WHITNAH 
Display Manager, The Crosby Bros. Co., Topeka, Kas. 







WN our own minds and about us everywhere 
Gri are thousands of ideas in readiness to be 
P55 used. But without the power of suggestion, 
many of the ideas would lie dormant, finally to be- 
come extinct and, consequently, useless and forever 
lost. An occasional summary, especially of the 
stronger ones, keep them clear in our minds, and 
more readily applicable when the opportunity 
comes. 

Developed ideas are what have made Edison the 
inventive genius he is today. Not alone do ideas 
perpetrate the invention field, but in music, art, 
government, architecture, advertising and window 
display, do they play the vital part. Nearly anyone 
can see ideas but the application of them and their 
development along respective lines is a culminative 
ability which place Edison, Mozart, Raphard, Phil- 
lips, Fridler, Roosevelt and other great men of past 
and present at the apex in their own respective 
work. They are master minds, genii who are not 
content to let their ideas lie dormant, but who 
really create conditions such that their ideas can 
be and are practical and must be accepted. They 
are for advancement always in a psychological man- 
ner, artfully, yet along the lines of business de- 
velopment. . 

So we find it in window display, and just as 
there are a thousand display men working in the 
same number of windows under adverse conditions 
and policies so there will be developed one thou- 
sand ideas, although one line or kind of merchandise 
may be employed throughout, and why? . Because, 
no two minds usually conceive or rarely develop 
the same idea in the same way. This proves that 
the methods of developing the idea are many, yet 
the principle of development remains the same. 

In the display field their is one foremost plan— 
sell merchandise, ‘truthfully, artfully, but—sell it. 
The writer believes and has been most successful 
from the sales-result point of view, in following 
the belief that to develop an idea, playing up the 
features of the certain article to be displayed brings 
the greatest possible results from the window. 
With this in view the first and most important step 
is to decide on one of the many or, perhaps, the 
only feature that the article possesses. 

Why does one make of refrigerators sell easier than 
another? One salesman tells his customer that it has 
the syphon system, and will keep ice better, and the 





food at a more even temperature than any other 
make. He sells her the refrigerator. His competi- 
tor tells his customer that his particular refrig- 
erator is called the Cleanable and that it always 
looks spick and span and is so easy to keep clean. 
He likewise sells a refrigerator. The first salesman 
doesn’t say anything about his article being easy to 
clean, nor does the latter claim that his ice keeps 
better, but both play up a feature of their article 
and arrive at a successful sale and a pleased cus- 
tomer, because each thinks that the feature of his 
article outweighs the features of the other’s. The 
buyer is sold on the argument. Windows sell when the 
feature of the article is impressed on the customer 
just as surely as if presented by the salesmen. 

The individual should ask himself, “What is the 
feature of this article that will appeal to the 
masses?” Once this is decided, he must apply the 
idea most fittingly with punch—but using his ability 
of art to attract—and selling the article, with his 
particular idea in a forceful way. Perhaps a few 
illustrations will more clearly emphasize what | 
am trying to portray: 

Preparing for a display of white kitchen ware, 
it is true there is not much leaway for an extensive 
idea, extraordinary in execution. The ware is 
white, suggestive of being sanitary. How best can 
the idea of sanitation be developed? There are 
many ways, no doubt, but facts always present the 
stronger argument. We have no facts about white 
kitchen utensils, so let us invent some, working on 
to a climax. Suppose we select three institutions 
where white wear might be used. The factory— 
but where would a factory have use for white kit- 
chen ware. True, a manufacturer of food products 
might be able to use this article only that his pro- 
duction calls for large vats, machinery, etc. (Here’s 
where the power of suggestion helps). The labor- 
atories—there is where the expert makes his tests 
in small proportions and naturally he would want to 
use the best quality of ware, that is absolutely 
sanitary. This will make one unit of the problem. 

Show a picture of a biscuit or candy factory, or 
any other plant. A small card reads, “In the lab- 
oratories of leading food products manufacturers— 
Vollrath Ware, (being the name of the brand shown).” 
We have demonstrated its use in the field of produc- 


(Continued on Page 56.) 
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Light 
at SaysZooR7 


A “Pittsburgh” Flood-O-Lite in your 
show window directs attention to the shoe 
you wish to feature like a pointed finger 
and the spoken word “Look !” 






































The “Pittsburgh” show window Flood-O-Lite 
with the even concentrated center beam, free 
from troublesome shadows, makes it easy to 
get unusual lighting effects. It is the handiest 
means of spot lighting the main feature of a 
display, either with white or colored light. 


It is simple in construction; light weight and 
portable; easily attached or removed; lowest in 
price; a quality article throughout, the reflector 
being a “Pittsburgh” silver-plated glass re- 
flector with the usual “Pittsburgh” five-year 
guarantee against cracking, checking or peel- 
ing of the backing or tarnishing or discolora- 
h ae tion of the silvering. 
ars we have specialized in 

Neal ir lighting, and naturally Attaches by screws or bolt to wall or floor; 

have accumulated a fund of infor- ball-and-socket joint allows the spot to be 

mation that is helpful to anyone directed to any point within a half sphere; 

having window lighting problems. adjustment held rigid by set screw. 

This experience is at your service. y 

State rosaee of glass, distance from ; Price $12.50 F. O. B. Irwin, Penna. Less 2% 

glass to background, from floor to ; for cash with order. 

ceiling, from floor to transom bar, : The “Pittsburgh” Color-Lite for use with show 

height of background, and 4 of | 4 window Flood-O-Lite or reflectors Nos. 51 and 

the display (whether trim high or [7 9 = 100 is the most convenient and effective means 

low), and ask for our suggestions as : of getting colored light in show windows. In- 


to how to get the most effective [7 cludes four color films—red, amber, blue and 
lighting. e green. 


Price $3.50 F. O. B. Irwin, Penna. 


Price includes proper packing for parcel post 
or express shipment. 


Pittsburgh Reflector 
@ Illuminating Co. 


421 Bowman Building, Pittsburgh, Pa. 
New York City, 1452 Broadway. 
Chicago, 565 W. Washington St. 
Philadelphia, 235 S. Bighth St. 
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Sir:—A few days ago a fellow-merchant 


Omniscient iu this city called my attention to your 
Display publication. A hurried review interested 
Managers me, and I asked permission to take it 


along to the store for a more thorough inspection. On 
arriving at my office I ca‘led the displayman in, and, show- 
ing the publication to him, inquired if he subscribed to it, 
and, if not, if he could use it. 

His answer set me to thinking and caused me to rather 
critically examine our display windows and compare them 
with others. It really put the finishing touch to the inter- 
est your paper induced on first impression. Well, the re- 
sponse from my displayman was to the effect that his ideas 
were original and that he was drawing his salary because 
of this originality plus his skill, and that, anyhow, he knew 
as much about display as anybody. 

As I said before, this awakened me, and on comparison 
[ find our windows not up to the standard of others in this 
city, and inquiry reveals the fact that all other displaymen 
here are subscribers to display journals. A more intimate 
investigation discloses the information that, in the opinion 
of leading displaymen from the state, my windows are the 
most mediocre and inefficient of all the stores here where 
displaymen are engaged. 

There is little need to proceed further. I want to enter 
my subscription to your publication, and, incidentally, I 
would be obliged for any recommendation you will make 
concerning a new display manager for this store. 

Yours very truly, 
J. B. R., Albany, N. Y. 

This displayman is destined to go, or, perhaps, has 
already gone, the way of others of the profession who 
failed to properly appraise his own ability and the 
ability of others. He has failed as others have failed 
whose own narrow vision prevented them from seeing 
beyond their own limited environment. He has felt the 
humiliation of forced retirement as others have ex- 
perienced it because his intellect was stunted and be- 
cause he failed to keep himself informed, and, accord- 
-ingly, up to date in efficiency, through his negative ap- 
praisal of those instrumentalities of constructive benefit. 

The merchant who submitted the above letter evi- 
dences a desire to advance, an inclination, perhaps, too 
long delayed, but one that, whenever taken, is better 
than the failure to evidence this progressive tendency 
of successful merchants. He wants a displayman who 


can find it possible to learn from the accomplishments 
of others. He wants a man whose brain is still recep- 
tive to suggestions of those who have distinguished 
themselves in their profession. 

It will be interesting to watch the display windows 
of this particular merchant. We anticipate without any 
feeling of doubt that they will evidence an immediate 
and dec:ded improvement. 





Frequent inquiries to this publication 


ye soliciting information concerning an as- 
ubhieity sociation sponsoring the interests of the 
Suggested 


display profession, would indicate that 
there is need of a campaign in the interest of the 
I. A. D. M. While many of these letters seek detail 
advice concerning the requirements for association 
membership, a great majority of them evidence no 
knowledge of the existence of a displayman’s organi- 
zation. And a few of these requests come from men 
engaged in the profession in large cities—three of them, 
received during the first six days of August, coming 
from Chicago. . 


These condit‘ons support the oft reiterated claims 
of this publication, that the Publicity Division of the 
I. A. D. M. is not functioning as it should. If it had 
been, after a period of twenty-six years of existence, 
it is reasonable to assume that the membership of the 
Association would be considerably greater, numerically, 
than it is to-day. 

Co-operation and co-ordination will bring the Asso- 
ciation membership, in quantity and quality, to a point 
consistent with the character and importance of the 
organization. Not 5,000 but 14,000 displaymen in the 
United States and Canada will be anxious to learn of 
the organization that is functioning in their interest— 
and, we believe, a great number of them will avail 
themselves of the opportunity to advance in their pro- 
fession and assist in the profession’s development 
through the benefits of Association membersh?p and 
the exercise of active interest and participation in the 
affairs of the displayman’s Associat’on. 
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A review of any issue of The Display 
World or any regular edition of other 
publications in the mercantile field will 
evidence the growing tendenc‘es of na- 
tional advertisers to supplement their advertising cam- 
paigns with window display contests. 

Manufacturers are beginning to appreciate the fact 
that the merchant dealer is nearest to the point of con- 
sumer contact, and unless the dealer can induce sales 
the manufacturer is left out in the cold with a volume 
of merchandise on his hands. 

These contests are bringing results that even sur- 
prise the merchant as well as the manufacturer, and are 
made possible through manufacturer co-operation in 
the form of expert advice and properties with which to 
enhance the sales appeal of the merchandise displayed. 
Sales increases of 200 to 500 percent in displayed mer- 
chandise are now common, and form the indisputable 
evidence that visualization supersedes in effectiveness, 
manifested in actual results, any other form of selling. 

There is a suggestion for the displayman here, and 
those who grasp the opportunities afforded by the pro- 
gressive manufactrers of nationally known products 
will benefit individually, and serve in the best business 
sense, the interest of the store. Do not allow “pride,” 
as one displayman calls it, to prohibit the display of 
brand merchandise... If the public uses the nationally 
advertised items, your store should carry them, and if 
they are in stock it is your duty to show them in the 
wndows. Then, also, why not go after some of the 
thousands of dollars annually distributed in prize 
awards by the manufacturers of nationally advertised 
goods ? 


Display 
Advertised 
Products 


Displaymen and merchants will find 


Support Those no better indication of the calibre of 
Who Support , 
Profession manufacturer service than the poli- 


cies of those manufacturers mani- 
fested in their advertising publicity and in the support 
as it may.or may not be exercised in the interest of the 
general profession—represented by an official organi- 
zation known as the International Association of Dis- 
play Men. 

To those progressive institutions of the manufac- 
turing industry who serve the general craft through 
support of the displaymen’s association and those edu- 
cat.onal mediums published in the interest of that pro- 
fession’s advancement and development we direct the 
attention of displayman and merchant alike. Through 
the progressive policy of co-operation and service to 
the field these manufacturers are serving prominently 
in the campa’gn of display advancement. By their con- 
stant introductions, the results of inventrve and genius 
brains, the old business of “trimming” a window has 
become the art of decorative achievement, until to-day 
every progressive merchant accepts his store window 
as the unerring barometer of his store service—the re- 
flector of his interest in community life, and an indi- 
cator of that store’s reliability. 
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Manufacturers who have contributed to this great 
evolution are those who have continuously co-operated 
in each progressive event of association activities and 
with every instrument sponsored and maintained in the 
interest of the profession of mercantile display. The 
Display World urges displayman appreciation of these 
progressive essentials in the field of display, and, forget- 
ting sentiment, encourages the plan.that would prompt 
displayman support of those who have co-operated and 
continue to support the program fashioned and exert- 
ing its influence in the interest of display development. 





The merchant employing the service ot 
independent display specialists should 
not be too easily persuaded to change 
displaymen if he is getting results from 
his present artist. Many complaints have been regis- 
tered by recognized leaders in the specialty service field 
concerning the common practice of some displaymen 
of influencing merchants to make a change. 

Invariably the bait held otit by these men, most of 
whom are novices in the profession, is, most naturally, 
price, some of them going so far as to offer to take 
over the display work formerly charged at a rate of 
$15.00 per window for the ridiculous fee of $2.00 or 
$2.50. Any thinking merchant should immediately 
question, if not actually refuse to listen to such a propo- 
sition. He should know that an effective window dis- 
play means hundreds of dollars in sales, and that the 
difference between a $15.00 job done for $2.50 is equal 
to the difference between a successful display and one 
that is not only a dollar and cent loss, but a further 
detriment in the psychological effect it is bound to 
exercise. 

If you are a first-class merchant, you will insist on 
first-class display efficiency in your show windows. 
It is just as easy to get a $15.00 display for $2.50 as it 
is for one to buy a $95.00 suit of clothes for $7.98, and 
if you have ever tried to do that you will understand 
just what we are driving at. It simply can’t be done. 


Price Cutting 
in Display 
Profession 





The display industry is active at this 
time in completing orders for one of 
the most successful seasons in its his- 
tory and in making preparations for 
the Christmas lines. It is well to bear in mind the fact 
that best displays result from sufficient planning, and in 
this regard it is well to also remember that best service 
from manufacturers is most naturally accorded early 
orders. 

September is none too early to be considering holi- 
day features, and since manufacturing representatives 
take to the road during that month it would seem that 
best results would obtain where preliminary plans could 
be perfected or supplemented through an inspection of 
these lines. The right time to place seasonal orders is 
when the salesmen visit your city. Through some pre- 
liminary planning of your own this buying can be made 
easy and more effective in employment. 


Buy When 
the Salesman 
Visits You 
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Use Them As Prestige Builders 


Display windows afford unlimited means of obtaining valuable store 
publicity—Fraternal organizations comprise rich field—What they like 


By J. WALTER JOHNSON 
Display Manager and Art Director, Portland, Oregon 


HE display manager who is really interested in 
his work experiences little difficulty in mani- 
festing conclusively the power of the show 
window, arfd the most important element in making 
displays successful is to be found in the idea around 
wh‘ch the display is to be made, and the amount and 

character of planning centered on that idea. 

Regardless of the ingenious quality of any idea, it 
cannot function with best results if it is inappropriately 
or incompletely presented. Much, yes all, depends 
upon the interpretation of the idea when display or 
window value is being appraised, granting, of course, 
that the merchandise is well selected and arranged. If 
the latter condition does not obtain, then there is no 
reason for the displayman’s affiliation as such with 
the store. In these articles it is presumed that the dis- 
playman is skilled in the matter of merchandise selec- 
tion and handling, and are, therefore, offered more to 
introduce new and unique methods or examples of 
appropriate settings, rather than to discuss the details 
that may concern the handling of merchandise. 





I inferred, earlier, that there were many ways to 
manifest the strength of the window display, one of 
which I will briefly discuss here. I refer to the great 
possibilities in obtaining sales and store prestige through 
the appropriate consideration of fraternal organiza- 
tions. A display linking up the purposes or social 
activities of these social or charitable associations is 
bound to bring results, and hundreds of friends are 
made for your store. 

The Shriners and Elks play an important part in 
the civic and social life of every city of importance in 
this country, and with their special ceremonials, con- 
ventions, etc., there arises opportunity to install special 
displays. I have attended quite a number of Shrine 
ceremonials in different cities of this country and Can- 
ada, and have found that the window displays with 
this character tie-up have always proved popular with 
the members of the organizations featured in the dis- 
plays, and I know, too, that stores that have observed 
these events through display reference to them have 
been rewarded in direct sales and inestimable good will. 








Incorporating ‘A Bit of the Humorous,” by J. Walter Johnson, Portland, Oregon 
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Suggestion for Elks’ Display by J. Walter Johnson, Powers pa Co., Portland, Oregon 


Interesting, and valuable, is the finding resultant of 
much observation in this particular matter of window 
recognition to fraternal activities. I have found that 
the displays that have been most successful (where 
Shriners are-the subject) are those incorporating a 
touch of humor or a suggestion of comedy. 

In conjunction with this suggestion is offered a 
setting which has proved its merits as an attention- 
getter, and by actual test has manifested its popularity 
with Shriners. A painted scenic background with a 
white sand-covered floor and composition board cut-out 
figures, comprised the essentials in this setting, and 
there were plenty of smiles on the happy faces of the 
boys who viewed the display. Windows, arranged in 
conjunction with conventions, conclaves and tne hike, 
will frequently and, I dare say, invariably be most 


forceful when a touch of comedy is suggested. The 
color scheme of the Shriners’ display was, naturally, 
the Shriners’ colors—red, green, and yellow. 

The second suggestion includes a setting especially 
adapted to the window display featuring the Elks. The 
official colors, purple and white, permit of a most effec- 
tive and beautiful employment. The clock allows the 
opportunity to use gold, which, added to purple and 
white, provides a most popular color vehicle. A 
mounted Elk, such as indicated here, is an attraction in 
itself and will evidence great drawing power. 

Give window recognition to civic, semi-private, fra- 
ternal and other forms of activities. Your store will 
benefit in more ways than one, and the boss will have 
further evidence of display value and displayman effi- 
ciency. 


0<—00<— 10000 


PLANNING MEANS EFFECTIVE DISPLAYS 
O get the best out of your show windows, the dis- 
plays must be planned in advance, and they must 
be planned not by the display manager alone, but the 
department head should co-operate in order to get the 
most efficient results. The displayman must know the 
plans of the department heads in ample time to give 
sufficient thought to the planning of the display. 
“Many department stores plan their special sales 
displays as carefully as their showings of regular mer- 
chandise, and you will find that they are the stores that 


are progressing and leaving the others behind. “Junky” 
displays of sales merchandise only serve to give the im- 
pression of inferior quality in the eyes of the prospect- 
ive purchaser. 

“There are many department heads even today who 
have the old ‘fogy” idea that a window display is com- 
plete when the windows are jammed as full of mer- 
chandise as possible. These people, of course, are as 
far behind the times as the man who wears rubber 
collars or congress shoes.”—-WmM. R. Harre, Display 
Manager, Maas Bros., Tampa, Fla. 
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Ornament in the Window Display 


The fourth article of a series on the adaptation of ornamentation to the 
modern display setting—W hat the Greeks have given to the field of art 


By HENRY SHERROD, 
Display Manager, Stewart Dry Goods Co., Louisville, Ky. 





Y NY review <0 art : é peri: ae of 
(erm the history of mankind, and its phases are 
ie marked ni by the great historical revolu- 
tions, but, like the continuous progress of humanity 
itself of which it is only the more pleasing outcome, 
it forms in its career of many thousands of years 
one uninterrupted chain, exhibits one continuous 
evolution, and reveals a constant striving for per- 
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Grecian Contributions 


We would do well to thoroughly search the rec- 
ords left by the Grecians before attempting to uti- 
lize this in our work. Of all periods the Grecian has 
given us more than all the rest. Their niceties of 
balance are remarkable, while their exquisite con- 
ventionalization is marvelous to behold. Their dis- 
tribution of masses has never been excelled. 


The Greeks have given us three of our orders of 
architecture: The Doric, the Ionic and the Corin- 
thian. The Romans added to this the Tuscan and 
the Composite. In Greece the principal mineral 
product is marble, the most monumental building 
material in existance, and one which favors purity 
in model of line and detail. 


The Greeks have gathered a rich inheritance 
from Aegeon and all the oriental arts, entered upon 
those marvelous phases which follow the Archaic 
period, viz: the phase of its greatest splendor and 
the so-called Hellenistic phase, when it obtained 
such supreme beauty in the harmony of its build- 
ings and the perfection of its plastic forms, animat- 
ing the latter with the most sublime intellectual 
idealism. They have taken the many fantastic 
forms of oriental architecture and given us forms 
of great beauty and exquisite simplicity. 


The acanthus leaf and scroll play an important 
part in Greek ornamentation. The leaf from which 
these were derived grows wild in two varieties, that 
with pointed and narrow lobes, and that with broad 
blunt tips, flat in sections. The Greeks usually pre- 
ferred the former with deeply drilled eyes, and the 
Romans the latter. The honeysuckle ornament was 
a favorite decoration of the Greeks, and was largely 
used as a decoration on mouldings and around the 
necks of columns. 

The cult of the Greeks for gymnastic exercises 
and the consequent custom of honoring the victors 
with statues or busts in the sanctuaries, afforded 
an excellent opportunity for representing a human 


form undraped, and therefore the sculpture em- 
ployed was of the highest order, and has never been 
excelled. It may be divided into sculpture per- 
taining to buildings, such as friezes. (a) Sculpture 
reliefs, such as seen on Stele heads; (b) free stand- 
ing statuary consisting of groups; (c) single figures 
and chariots with horses. 

Color was largely used on buildings, and many 
traces are left. In many instances the stone work, 
brick work, and in some instances marble, were 
covered with carefully prepared cement to receive 
wall painting or color decoration, which appears to 
have been almost universal, especially in buildings 
of Doric type. 

Starting with these fundamentals of Grecian art 
the displayman should find it not difficult to adopt 
these striking essentials in the composition of the 
window setting. Here, perhaps, aside from build- 
ings, do we find the most general demand for in- 
fluences of the Grecian art. Principles must, of 
course, be considered in detail and thoroughly un- 
derstood before the attempt is made to introduce 
artistic influences of any period or style of decora- 
tion since it cannot be denied that unless a repro- 
duction of any accepted style or period is true in 
principle, form and style it cannot be accepted as 
representative. 


The general inclination on the part of many 
young displaymen and some older ones recently 
having taken to the study of period design and 
decoration, is to overdo the representation of the 
periods. This is a grievous mistake and one that 
should have immediate correction. Attempts in 
presenting period settings in the display window 
should be discontinued until the displayman favor- 
ing them has correct knowledge concering the gov- 
erning principles. of the various periods and the 
manner, style and form demanded in the perfect appli- 
cation of these principles. 





CONVENTION HEADQUARTERS TO BE SELECTED 
IN SEPTEMBER 


Word comes from Ellwyn McEachnie, display manager 
for Jahrus-Braun, Buffalo, and secretary of the Buffalo 
Association of Display Men, to the effect that the Buffalo 
committee is already actively concerning itself with 1924 
convention plans. 

The place of meeting is the first important matter 
scheduled for consideration, and indications are that defi- 
nite action on this will be taken at the Executive Com- 
mittee meeting scheduled for September 10. 
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Decorative Fabrics of Distinction 


Regence Silk Plush 








Regence Supersilk Plush 
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Regen 


ce Silk Velour 





High quality brilliant lustre for dis- 
play purposes unequalled. A staple 
decoration for windows in 30 colors. 


Widths 24, 36 and.50 inches. 


A beautiful innovation in brocaded 
design made in 30 colors to match 
our Regence Silk Plush. Widths 24, 
36 and 50 inches. 


A rich grosgrain faille in lustrous 
colors of one and two tone. Adapted 
especially for draping and window 
trimming in 20 colors to harmonize 
with any color scheme. Width 50 
inches. 


The new non-fade drapery of excep- 
tionally high lustre. This material 
hangs in soft luxurious folds. Par- 
ticularly adaptable for a background 
where inconspicuous splendor is de- 
sired. Excellent for puffing in men’s 
forms. Made in 10 colors. Widths 
36 and 45 inches. 


‘Silk velour in 20 colors. Width 50 


inches. 


The Regence Line is carried by leading fixture houses in the United States and Canada 


CALCUTTA BURLAP COMPANY 


Incorporated 
17 MADISON AVENUE - 


: NEW YORK CITY 
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The Comparative Price Ticket Evil 


Displaymen can assist in most worthy campaign through their insist- 
ence that comparative price quoting be banished from displays 


By ELLSWORTH H. BATES, 
Display Manager, C. W. Klemm, Inc., Bloomington, III. 


a S)HE DISPLAY WORLD’S plan of giving its 
readers real service is definitely illustrated 
} in the many articles that include the expres- 
mn of displaymen and merchants on problems that 
are giving some trouble in the various store de- 
partments. Through such expressions, opinions of 
~ many men employed and functioning under vary- 
ing conditions, will suitable conclusions be reached 
Anent The DISPLAY WORLD’S most recent ques- 
tionaire I am offering a personal judgment concern- 
ing itself prominently with that phase that has become 
generally known by merchants and een as “the 
comparative price ticket evil.” 

It’ is'my belief that the value of price tickets 
differ in accordance with the store, its clientele, etc. 
A high-class store dealing with a discriminating 
trade may find the price ticket on their high-class 
merchandise will lose sales rather than make them. 
Their clientele thinks of their need of the article, its 
adaptability as a gift, a home beautifier, or some- 
thing they wish to possess, and frequently they 
would rather not have the price enter into their 
chain of thoughts, and this same store teaches sales- 
manship along the same line, emphasizing service 
value rather than price. 

But there is an evil going on in stores of a dif- 
ferent class than the one mentioned above, the 
quoting of comparative prices, and thinking mer- 
chants believe that if the evil could be wiped out 
a wonderful change would be effected on the mind 
of the public, and would help toward bringing mer- 
chandising back to a saner, more stable level. 

Merchants of this class believe that compara- 
tive prices quoted in displays and newspaper ad- 
vertising are a detriment to future business and 
they have tabooed their use in either one or both 
mediums. And then we have the merchant who is 
not studying up-to-date, scientific methods of retail- 
ing, and who feels that comparative prices must be 
quoted to promote sales, and he employs them either 
continuously or at clearance sales times. 

Little does this merchant realize that he is 
pounding the subject of “price” deeply into the mind 
of the public when service value would be more 





appreciated. 

Just a few years ago it was almost a universal 
practice to advertise and display “bargains” in mer- 
chandise, offering articles below their “real values.” 
It was just a few of the best stores who refrained 


from the practice of quoting comparative prices. 
But even to-day we can see in nearly every city 
such signs as “$6.00 Blouses, $3.98”; “$25.00 Suits, 
$9.25,” or $150.00 Coats, Now $49.50,” etc. 

What does the customer think when reading 
these signs? In the case of the coat she begins to 
wonder about the cost of that garment to the re- 
tailer, and many will come to -the conclusfon that 
the cost price was about $45.00, and that the mer- 
chant was trying to get his money out of it in the 
clearance sale, and she decides that he is very much 
of a robber and that she will wait for clearance 
sale time before buying. 

A repetition of comparative price thoughts soon 
imprints the price thought so deeply on subéon- 
scious mind of the average individual that it is 
bringing a demoralizing effect on merchandising, and 
has much to do with trade conditions of to-day. 


I have known some merchants who have in- 
flated values in their quotations. I have known 
wiser merchants who were content when quoting 
comparisons to quote under the former values, this 
latter merchant realizing that if the time has come 
for price reductions that the lines have been picked 
over, that the most saleable articles have been sold, 
and his conscience does not allow him to quote the 
former value as the true value of that garment or 
article to the customer. He would rather under-quote 
than over-quote and here he thinks of service rather 
than of self, and along these lines he tries to build 
good will. 

The merchant knows that an ill-fitting hat or 
pair of shoes, or an unbecoming dress or suit sold 
to a woman of fair taste gives poor value and does 
little to build prestige and future patronage, since 
the value of any article to its user and consumer 
depends upon the degree of satisfaction and service 
derived from its purchase. 

In certain localities where competition is keen 
it may be hard to get away from the practice of 
quoting comparative prices, but the time is not far 
off, I believe, when every store who prides itself as 
being somewhat better than the so-called “kike” store 
will do away with this demoralizing practice. 

You may ask, “What can the display man do 
to stop the use of comparative prices?” True, the 
display man cannot shape the policies of his store 
or other stores in his community, but I believe that 
he can serve through his condemnation of the practice. 
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Announcing A New Important Display Fixture, 
Fully Patented and Copyrighted 


Produced by the well-known house of 


DAVID SOBEL’S SONS 
‘“‘The Leaf Renaissance Base’’ 





SPECIAL FEATURES OF GREAT INTEREST: 


1. Cast of solid bronze in artistic leaf design. Statuary bronze 
finish or hammered silver finish with black relief. Other 
finishes on request. ; 


2. Permanency—will stand unlimited use. 


3. Attractive appearance—beyond anything heretofore produced 
in the display fixture industry. 


4. Three sizes, 5, 8 and 11-inch bases. 


5. Can be used with costume and waist forms, tee, waist, dress 
and hat stands. 


Samples of these forms and bases Exclusive use in your City if 
sent upon request subject to order is large enough. Special 
your approval. discounts for quantities. 


Ss DAVID SOBEL’S SONS 


with costume form. ' 
Form and base 145 Grand Street New York City 


complete, $21. Established over 25 years. 








Base shown with 
blouse form. 


Form and base 
complete, $12.50. 
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SUN-RAY 
SPOT-LIGHTS & LIGHTING EQUIPMENTS 


Originator of colored lighting for the show window, displays, etc. Established 20 
years. Satisfaction guaranteed or money refunded. Over 1,000 satisfied users. 


PRICES 


- Type D, on telescoping stand that can be raised 6 ft., tilted and $21 75 
. 


swung at any angle, complete, ready to attach_....---_.._-_____~~_- 


Type D-1, suspended with bracket for suspension, can be tilted $19 25 
and:swune-at-any. angie, ready to attach..—...,....--..-....-=-...--- ) 


Type E, on telescoping stand that can be raised 6 ft., can be tilted and swung at 
any angle, with focusing arrangement for large or small spot, $26 75 
a 


as a a oa eS eral 
Type E-1, suspended with bracket for suspension, can be ti ted and swung 
at any angle, ready to attach; can be focused for a large or $ 
small spot 24.25 





TYPE D, ON STAND Above spot-light equipped with 8 ft. cable and attachment 





plugs, with mirror reflectors, 3 metal color frames and assort- 
ment of 12 colored gelatines. 
With 250 watt, Type G, Stero Bulb, add $1.85 to above prices. 
400 watt, Type G, Stero Bulb, add $3.25 to above prices. 
Less reflecting mirrors, deduct $2.00 from above prices. 
Extra colored gelatines cut to size for metal frames, -50 
assorted colors for $1.00. 
Send for Descriptive Circular and Sample Colored 


Gelatin Book. 


FREDERICK A. BOHLING 


556 Eleventh Ave., at 42nd St., New York City 














TYPE E, ON STAND 





TYPE D-1, SUSPENDED TEL., CHICKERING 4160 EST. 1903 TYPE E-1, SUSPENDED 
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Pacific Coast Display Activities 


J. C. Hurley directs beauty show for Owl Drug Co. at Los Angeles— 
Columbia Outfitting Co. proves that furs can be sold in summer ~ 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 


T the intersection of Sixth and Broad Streets, 
Los Angeles, were parked the greatest crowds 
of the year when J. C. Hurley, display man- 

ager for The Owl Drug Company, staged his annual 

beauty show last month. So great was the daily 
throng that a cordon of police was constanly en- 
gaged at this particular spot. 

The entire store of The Owl Company was pro- 
fusely and effectively decorated for the occasion 
with ceiling embodying cut-out embellishments en- 
circling each lighting fixture and complemented by 
sprays and clusters of delicately tinted sweet peas, 
roses, lilacs and wisteria. From the center of each 
group was suspended great strings of colored beads. 
A battery of spot lights played upon these con- 
stantly, effecting a most exquisite array. 

Along the balcony rail, placed at regular inter- 
vals, were life-size paintings of popular cinema 
stars, and between each picture was a hanging bas- 
ket effect of natural flowers and foliage. The main 
floor was beautiful with its constantly flowing elec- 
trical fountains and gorgeous festoons of flowers 
and ferns. 

An individual booth effect for each manufacturer 





was formed along the line of show cases. Two 
posts supporting a handsomely dsigned cut-out 
lamp shade connected and supported a cut-out grille 
tinted in harmonious colors. From this beautifully 
constructed arch hung the manufacturer’s individual 
sign. This entire effect was decorated with minia- 
ture pink and tea roses. 

A platform was surmounted by columns and pilas- 
ters connected by the same grille work designs, beauti- 
fully decorated by cut-out lamps hanging from each 
corner. The entire platform was covered by a dome 
effect of blue silk, brilliantly illuminated. This 
platform was used by the musicians who blended 
the sweet strains of harp and violin so as to add the 
proper charm to the entire floor. 

The services of twelve of the most beautiful 
young women in Los Angeles were secured as 
models in the windows during the week of the beau- 
ty show. Each girl represented a-different type of 
beauty. The windows were educational, containing 
a large variety of items for make-up. 

Mr. J. T. Hurley, display manager, is to be compli- 
mented on the efficient manner in which he so attract- 
ively decorated the Sixth and Broadway store without 





Interwor Decorations at The Owl, Los Angeles, Designed and Arranged by J. C. Hurley 
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The much-sought Octagon design 
as used for new ROLLMAN store 


OTE herewith illustrations of some of the fixtures selected by the 
Rollman management (Cincinnati), and now in use by that progressive 
department store. 


If interested in high-grade selling aids of this type, write,today for New 
Supplement and Catalog No. 11, containing other designs equally attractive. 


ORIGINATED AND MANUFACTURED BY US 


The ONLI-WA Fixture Co.,“v3's.w* Dayton, O. 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 


CJ Air Brushes ( Counters and Shelving ( Plaques (Window) 1) Signs—Electric 

C) Artificial Flowers C) Decorative Papers ©) Plastic and Composi- [) Signs—Wood Letter 
1) Art Screens QO Display Furniture tion Pieces C) Stencil Outfits 

O Art Studies (J Display Forms ] Plushes and Velours CL] Stock Posters 

(1) Backgrounds C) Display Racks LC) Price Cards and Tickets [J Store Designing 

C) Background Coverings [) Dividers—Show 0 Price Ticket Holders (1) Store Fronts 

C) Books on Cardwriting Window C) Reflectors _] Time Switches 

CJ Books on Display (1) Drawing Boards C) Screens (Background) (4) Valances 

(1) Books on Draping C] Fabrics and Trimmings [] Shoes—Window [) Wall Board 

© Booths and Floats C1) Fixtures C) Show Card Schools L) Wax Forms and Figures 
() Brushes and Pens () Flags and Banners (1) Show Card Service L) Wickerware Specialties 
[] Cabinets—Revolving (1) Hammers—Window. CL] Show Card Supplies (0 Window Drapes 

C) Card & Mat Board (J Lamp Coloring 1) Show Cases C1) Window Lighting 

_) Card Writers’ Materials () Lightingand Equipment [J Show Case Lighting 1) Window Shades 

C) Cash Carriers (0 Pageants and Exhibits (J) Signs and Card Holders [) Window Trimming 

(1) Chairs and Seats () Papier Mache [1] Signs—Brass and Schools 

[1 Color Lighting Specialties Bronze 1 Wood Carvings 


(1) DO YOU WISH A COPY OF THEIR CATALOG? 
[) DO YOU PLAN TO REMODEL YOUR STORE SOON? ([] DO YOU PLAN TO BUILD A STORE SOON? 


JE ER ep a reer am naters tore t ae UR ON Ee ETRE y Oe SEE a a ee 
pe ER RE RAENY SNS  e e 
CRP Pies sobs tee — os S  E = tS EATEN Soo 


MAIL TO THE DISPLAY WORLD—CINCINNATI, O. 
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Displayman 
Needs 
These Books 


SCHACK’S NEW 
FALL FLOWER BOOK 


Is the most complete catalog of dis- 
play decoratives published. It con- 
tains nearly 300 full color reproductions 
of original and practical designs for 
Fall windows and interiors, besides 
numerous one color illustrations. Be 
sure to see this book before buying. 
It is mailed FREE upon request. Ask 
for Book F A 1. 











Schack’s Parade Circular 


It shows a complete line of parade and carnival decorations, 
together with a_number of decorated cars that have been récent 
prize winners. Full color illustrations. Write for Free copy. 


Schack’s Cut Flower Book 


Just off the press. This book shows Schack’s Prepared Materials 
for making Artificial Flowers, and gives full instruction for making 
30 varieties. This book is valuable to both displaymen and merchants 
and will open up a. new field for profit to both. Mailed free upon 
request. Ask for Book C 2. 


How to Organize a Floral Parade 


The only book of its kind published. Makes the organization and 
management of parades easy. Covers every point from securing 
entries and financing to decorating of cars, awarding of prizes, etc. 
Completely illustrated. Price each, 25c. Write for copy today. 


Schack Artificial Flower Co. 


Designers—Manufacturers—Importers 


CHICAGO 


Sales Room 
63 E. Adams St. 


Factory 
1739 Milwaukee Ave. 











disturbing business. Appearance always adds to the 
success of a Beauty Show, and we are not exaggerating 
in the least when we say that the decorations and dis- 
plays could not have been improved upon. 


Interesting Experiment with Furs 


In Los Angeles, where the temperature 1s fre- 
quently high during the days of June and July, fur 
business in these months is entirely dependent upon the 
stimulus of suggestion. Consequently when the Co- 
lumbia Outfitting Co.’s buyer, Mr. S. C. Shoben, re- 
ceived several shipments of early Fall fur styles he 
faced a choice of holding them for a time without dis- 
play, or devising a point of interest for the buying 
public with a view to immediate business. 

The direct sales results of the fur display finally 
worked out showed conclusively that furs can be sold 
in early Summer, even if the thermometer does register 
over 90 degrees. In fact, it is believed that the Los 
Angeles store’s fur sales for th’s particular week ex- 
ceeded the proportionate fur sales of any other store 
of their chain—and this is significant, because Columbia 
has twenty stores in fourteen Pacific Coast cities, and 
Los Angeles is the furthest south. 

Summing up the situation before making plans, it 
was found that the styles available for display were 
exceptionally attractive and represented a most compre- 
hensive range of choice in many of the most popular 
furs. Price, therefore, safely could be forgotten in the 
selling appeal. 


Lembke Supplies Display Idea 
The principal point to be covered was the timeliness 


‘of the display—to make it consistent with the season 


and weather—and the responsibility was well handled 
by Mr. Herman A. Lembke, display manager, who 
created the setting that so materially assisted in making 
one of the most effective fur shows seen on the Pacific 
Coast. It has attracted most favorable comment from 
many authorities, and, what is more important, aroused 
a positive buying interest in fur garments. 

Many summer displays follow the idea that furs 
require a “cool” setting. The writer has seen artificial 
ice-bergs shown in July with the disappointing result 
that, instead of selling furs, the displays planted the 
impression that furs were out of season in Summer 
and therefore not a timely purchase. Mr. Lembke’s 
display, by its results, proved that furs and flowers art 
in perfect harmony. 

As only six garments were shown in the 24 x 24 


foot island w:ndow, the tremendous and well-assorted 
stocks in the department were suggested by bundles 0! 


natural skins. These were effectively placed in order to 
lead one’s interest to the garments, and, inasmuch 4s 
many of the skins are comparatively unfamiliar to the 
average person in their exhibited form, they lent a 
atmosphere of originality to everything in the window. 

The miscellaneous furs thus employed included nat 
ural squirrel skins, skunk skins, Persian lamb, a gent 
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ine Cross fox, fitch paws, mink paws, Viatka squirrel 
skins, Krimmer, Fisher, minks dyed brown, Stone Mar- 
ten skins, black lynx, sable dyed brown, natural red 
and white fox and moleskins. Also a platinum Caracul 
jacquette trimmed with Viatka squirrel, a coat of seal 
trimmed with ermine, and Lapinex (xur fabric) coats 
trimmed with skunk, opossum, Viatka squirrel, etc. 

Perhaps the most surprising result of the effective 
display was the fact that its attention-gett:nz value 
continued on even after the window was changed tr 
the Columbia’s thirty-first anniversary month. 

People standing before the anniversary windows 
were heard to frequently refer to the furs, which had 
been replaced by sportswear, and it was apparent that 
the:r interest in the anniversary display was increased 
by recollection of the furs previously occupying the 
same space. 

The genius of Carl W. Ahlroth, the new display 
manager at Hamburger’s Department Store, is in evi- 
dence in his first displays for this big institution, and, 
basing opinion on the results already noted, the Pacific 
Coast has added another master in the field of mercan- 
tile display art. We anxiously anticipate Mr. Ahl- 
roth’s fall displays. 

R. G. Hamilton, display manager for C. H. Baker 
Shoe Company, Portland, Oregon, had a very clever 
display in place during the week of July 1, featuring 
ladies’ red, white, and blue shoes, tastily grouped on a 
mat of blue velvet. The showing brought considerable 
comment favorable to Mr. Hamilton and sold lots of 
colored shoes. 





DISPLAYMAN BEACHER CONVALESCING 


Mr. Beacher, assistant to Leo Daley, in charge of dis- 
plays in Jordan Marsh Company’s “store for men,” who 
recently suffered an attack of appendicitis, is rapidly recov- 
ering and expects to be back on the job soon. 





T. A. SIMPSON SUPPORTS PRICE TAG THEORY 
BEFORE MEETING OF DISPLAYMEN 

A discussion on the use of price tickets, stimulated by 
the recent series of articles on the subject in The DISPLAY 
WORLD, featured a recent meeting of the Connecticut 
Association of Display Men, and many important points 
were advanced by the opponents and proponents of the 
price ticket problem. 

T. A. Simpson, display manager for the Hamilton Silk 
Shop, Hartford, stated, that he was a member of a com- 
mittee that investigated the use of price tickets in New 
York recently, and pointed out that the investigation 
showed that in windows of small articles such as drugs 
and sundries, those without price tickets received only ten 
points from the judges, while a window with a part of the 
articles priced obtained thirty-five credits. The window 
that had an abundance of tickets received 90 per cent since, 
it was decided, such a display drew approximately twice 
the trade volume attracted by the display that did not use 
price tickets. 

It was pointed out by others present that they found 
that placing a price ticket on one item in a window of 
several articles drew a big response. The solution being 
that passersby seemed to feel that the garment with a price 
ticket on it was some sort of special offering. 
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Displa y men, 
Sign Writers and Retail 
Salesmen Wanted 


The J. C. Penney Company—a nation-wide insti- 
tution—needs capable salesmen. We offer to dis- 
playmen and sign writers between the ages of 
twenty-five and thirty-five years an opportunity to 
become salesmen, with the ultimate object of becom- 
ing managers of our retail stores. 


Our company, which started in 1902 with one store, 
now operates 371 retail stores in 29 states. We sell 
dry goods, shoes, notions, clothing and furnishings 
for men, women and children. We do a strictly cash 
business. Our sales in 1922 were $49,035,729. We 
opened 115 stores in 1920, 59 stores in 1922, and will 
open 104 stores this Summer and Fall, making a total 
of 475 stores in 33 states in operation this year. 


By industry, study and determination your prog- 
ress will be rapid in our organization. Under our 
experienced managers ydu are trained to become 
a manager. When you have qualified 


You are Promoted 
to be 


Manager of a Store 


in which you own a one-third interest, to be paid 
for out of the profits of the business. 


Experience has taught us that some of the great- 
est successes come from the ranks of average men. 
What we need are young, healthy and capable sales- 
men who have had thorough experience in a small 
or medium-size department store, or are experienced 
in general store work in special lines. The invest- 
ment of money is not necessary for your success 
with us. The financial backing of our company is 
ample. Briefly, this is our proposition—tested and 
proven over a period of 21 years: 


You come to us first as a salesman in one 
of our stores. During the period of proving 
your ability you learn the greater possibilities 
of co-operative effort. Your progress depends 
upon your ability and effort. As our new 
stores are opened, managers are selected from 
our sales force. 


When you make a success of the manage- 
ment, you are sold a one-third interest in a 
new store and become its manager. You may 
afterward acquire a partnership in other 
stores which are the outgrowth of the one in 
which you first received a financial interest. 
If you do not possess the capital to purchase 
a one-third interest in a new store, the money 
is loaned you by the J. C. Penney Company, 
and you repay it from subsequent profits 
of the store. 


Write today for our booklet, “Your Opportunity,” 
which fully explains our plan. Give your age and 
number of years’ experience in our lines of merchan- 
dise in your first letter. We may arrange for a per- 
sonal interview later. All correspondence strictly 
confidential. 


Address your letter to 


J. C. PENNEY COMPANY, Inc. 


Wm. M. Bushnell, Manager of Employment, 
Star Building, St. Louis, Mo. 
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A Contest That Stimulated Action 


Not only did the national display contest of the Knitted Outerwear 
Bureau create much activity in display ranks, but the window presen- 
tations succeeded in arousing public to buying inclination 


} UDGES in the big Nat:onal Knitted Outerwear 
Window Display Contest, which closed on 
June 30th, were particularly impressed by the 
racer quality of the window displays included among 
the entries. It is their opinion that the collection of 
photos is a particularly noteworthy one from the view- 
point of the development in the window trimming art 
and in the merchandising of knitted outerwear. 

This contest, which has been going on since April 
Ist, was unique in its plan of classification. So many 
different types of stores are today handling items in the 
broad field of knitted outerwear, that it was at once 
realized that such a contest would not be fair to all of 
the retailers of the country if the display manager of 
one type of store, haberdasher or dry goods store, 
would have to compete directly with a big department 
store, and so on. The conditions of the contest, there- 
fore, provided for five different classes, with a first 
prize of $150 and a second prize of $50. The classes 
were made up as follows: Department Stores, Gar- 
ment and Specialty Shops, Haberdashers and Clothiers, 
Sporting Goods Stores, and Dry Goods Stores. 

By means of this plan of classification there were 
five first prizes and five second prizes offered. Class 4 
was not, however, represented with entries. 








Three First Prize Winners in Knitted Outerwear Contest. 


First prizes were awarded as follows: 
Department Store Class—Jack Cameron, display 
manager, Harris Emery Co., Des Moines, Ia. 


Garment and Specialty Shops Class—Herman A. 


Lembke, display manager, Columbia Cunfitting Co., Los 
Angeles, Cal. 

Haberdashers and Clothiers’ Class—Clement. Kief- 
fer, Jr., display manager, The Kleinhans Co., Buffalo. 

Dry Goods Stores Class—Ellsworth H. Bates, dis- 
play manager, C. W. Klemm, Inc., Bloomington, Ill. 

Second prizes were awarded as follows: 

John T. Mackey, display manager, Herpolsheimey, 
Co., Grand Rapids, Mich.; L. McArdle, display man- 
ager, Orkins’, New York, N. Y.; A. C. Raining, display 
manager, Boyd-Richardson, St. Louis, Mo., and Theo- 
dore Schloerb, display manager, The Henderson-Hoyt 
Co., Oshkosh, Wisc. 

Because of the unusual value of the entries, even 
though they did not win a prize, the judges awarded 
honorable mention as follows: 

Wilmot M. Fisher, The Shepard Stores, Boston, 
Mass.; W. H. Hinks, John W. Thomas & Co., Minne- 
apolis, Minn.; Karl M. Amdahl, The Palace Depart- 
ment Store, Spokane, Wash. ; K. R. Lutz, Seidenbach’s, 
Tulsa, Okla.; Carl W. Ahlroth, Union Co., Columbus, 





Upper ie Display by J. L. Cameron, Harris-Emery, 


Des Moines, Ia.; Upper Right, Display by Clement Kieffer, Jr., The Kleinhans Co., Buffalo; Lower, Display by 
: E. H. Bates, C. W. Klemm, Inc. , Bloomington, III. 
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New Fall 


Show Card Ornaments 


In three finishes— 
Plain White, Metallic and Air Brush 


When ordering please state 
what finish desired. 


One Dozen Assorted Designs Without 
Embossed Initials 


$3.75 


When 12 of one style are ordered, 
your firm’s initial will be embossed 


‘if desired. 


Write for pamphlet of entire line 
showing various ways of using. 


B. A. RAINWATER 


421 N. Sixth Street, St. Louis, Mo. 











THE ACME OF 


SPOTLIGHTING and 
COLORLIGHTING 


Innumerable ="* 
Satisfied Users 


“SPOTIT” will direct its 
“POWERFUL RAYS” 
“COLORED or CLEAR” 
FROM THE CEILING, 
WALL, FLOOR OR 
FROM A STAND 





The new 
Nickel De Luxe 
“SPOTIT” 


It can be 
attached to 
and lighted 

from any 

ordinary 
electric socket. 





Inserting Color Slide 


LIGHT complete including COLORS, one 400- 
WATT STEREOPTICON BULB and all 


Pioy ss >) 2 eer $30.00 
Two or more (each)---------- ee 27.50 
With: 250;Watt- Bulb (less)... >-............. 1.40 
Siem (rene 4 Peet)... 28 1.50 
Stand (Telescoping to 6 Feet)_--------------_-- 3.50 
EXTRA BULBS: 

| ee 3.25 

yg |) Fake See ee 1.85 
EXTRA COLORS: 

SE Eo Se 1.00 


Terms: NET CASH 


SALES REPRESENTATIVES 
Los Angeles — Chicago — Baltimore — Philadelphia 


SPOTIT COMPANY 


440 West 40th Street New York City 
Tele. Chickering 9754 
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First Prize Display in Specialty Store Division. 


Ohio; David Jones, The Hub, Balt:more, Md.; M. 
Wolfson, Baer Bros. & Prodie, Chicago, Ill.; A. J. 
Ritter, The B. R. Baker Co., Toledo, Ohio; A. A. Han- 
sen, F. G. Clayton Co., Detroit, Mich.; Wilhelm Niel- 
sen, The J. C. Penney Co., Devil’s Lake, N. D.; Wil- 
liam Fitzgerald, P. J. Young Dry Goods Co., New 
Brunswick, N. J., and Richard A. Staines, Ramsay 
Bros. Dry Goods Co., Atchison, Kans. 


Department Stores 


A timely window display is the greatest merchandising 
aid that any department store can employ. And on these 
sweltering days, when one’s thoughts are constantly of the 
seashore or the old swimming hole, what pedestrian can 
resist the appeal of an attractive bathing suit window dis- 
play, the very sight of which is cooling and refreshing. 

Such a display was that of the Harris-Emery Company, 
of Des Moines, Iowa, artistically prepared by Mr. Jack 
Cameron, first prize winner in the Department Stores Divi- 
sion of the National Knitted Outerwear Window Display 
Contest. 

Garment and Specialty Shops 


A thirty-two percent increase in sales, the assignment 
of two additional salespeople to the knitted outerwear de- 
partment, and first prize in the National Knitted Outerwear 
Window Display Contest, Garment and Specialty Division, 
are the direct results of Mr. Herman A. Lembke’s por- 
trayal of a “California lawn scene” for the Columbia Out- 
fitting Company, of Los Angeles. 

The merchandise used in the display is entirely in keep- 
ing with the spirit expressed in the whole, yet it is truly 
representative of all sorts of knitted sportswear for women. 
There are sleeveless golf coats, the ever popular jac- 
quettes, the smart knitted suits and headwear. Even the 
dog on the step is wrapped in a sweater. But while 
knitted outerwear dominates the display, good taste has not 


By H.A. Lembke, Columbia Outfitting Co., Los Angeles 


been sacrificed. For, nowadays, knitted outerwear is vir- 
tually the oniy item of apparel that is seen on lawn or 
veranda. 

“Only six years ago,” said Mr. Lembke, “we had only 
two sales girls in our knitted outerwear department, and 
the department was only a side issue. To-day we have 
seven girls steadily employed in this department, and it is 
as valuable to the store as the dress, suit or coat depart- 
ments. Proper window displays have done this.” 


‘ 


Dry Goods Stores 


For one thing, Mr. Ellsworth H. Bates, Display Manager 
and Director of Efficiency for C. W. Klemm Company, is 
in no way superstitious. He doesn’t believe in the widely 
discussed curse of poor old King Tut. Rather, he believes 
in taking advantage and making capital of every fad or 
fancy the public mind may have created. And so, when 
Mr. Bates decided to enter the contest, in the Dry Goods 
Stores Division, he likewise decided to defy fate by having 
the spirit of Tut-Ankh-Amen and ancient Egypt dominate 
his display. Evidently Mr. Bates had the right idea—he 
won the first prize for his division. 


Haberdashers 


The Kleinhans Company, of Buffalo, N. Y., long recog- 
nized the truth of the statement that knitted outerwear is 
the “proper wear for every wear everywhere.” In order to 
impress this truth upon the minds of the public, a series 
of attractive window displays devoted to knitted outerwear 
exclusively was decided upon. And not only did these dis- 
p!ays, all prepared by Mr. Clement Kieffer, Jr., result in am 
increase of three hundred percent in the sales of men’s 
knitted outerwear, but one of them won first prize in the 
Haberdashers’ Division of this great contest. 

The selection of merchandise for this display was 
unusually fitting. Practically every item of men’s knitted 
outerwear for sport is shown, and the general presentation 
of the calibre that characterizes “Kieffer” displays. 
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DAVID A. MOREY 
S. S. Pierce Co., Boston, Mass. 

“The ART OF DRAPING,” by 
Jerome A. Koerber fills a long 
felt want for an authoritative 
source of information on this 
important subject. Mr. Koer- 
ber is to be congratulated on his 
clear and concise explanation of 
this important phase of window 
decorating. 

“T will undoubtedly use this 
as a text-book in connection 
with my class of Window Decor- 
ating at Boston University.” 

* * * 


KENNETH CURTIS 
Curtis-Leger Fixture Co. 
Chicago, IIl. 

“I have read Koerber’s book, 
The ART OF DRAPING, and 
passed it on to the rest of the 
members of our organization 
here, and we have all found it 
very instructive and interesting. 

“This book fills a long felt need and should 
be in every window trimmer’s library.” 

* *k x 


O. WALLACE DAVIS 
H. Batterman Co., Brooklyn, N. Y. 
. “When I received my copy of The ART OF 
DRAPING I was greatly gratified to learn Mr. 
Koerber had consented to publish in book form 
some of his most valuable information on one of 
the fundamentals of display work. 

His effort will prove a most helpful medium 
to all and Mr. Koerber has handled his subject 
well, overlooking no detail and simplifying the 
most difficult problems to a degree readily under- 
stood by the least experienced, yet appreciated 
by the most expert. 

“It is a clever book by a clever man and the 
clever window trimmer will surely want to pos- 
sess it. I highly recommend it because its worth 
justifies it.” 

* * * 
- G. E. PRUE 
Jordan Marsh Co., Boston, Mass. 

“I found great pleasure in reading Mr. Koer- 
ber’s book, The ART OF DRAPING, and believe 
it fills a much needed want in the display pro- 
fession. 
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Koerber’s Book Meets Needs of Display Field 


Leading Men of the Profession Endorse It Enthusiastically 
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Jerome A. koerber 
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“It certainly proved interesting and practical, 
making a review: for the experienced man, while 
being thoroughly comprehensible and is a won- 
derful aid to the beginner.” 

* * * 


R. T. WHITNAH 
The Crosby Bros. Co., Topeka, Kans. 

“T believe The ART OF DRAPING, by Jerome 
A. Koerber, is one of the most thorough books 
of its kind that I have seen. It is not only of 
value to the assistant, but to the display manager 
himself. I know that I shall learn quite exten- 
sively from it.” 

* * * 
JOHN R. PATTON 
L. S. Ayres & Co., Indianapolis, Ind. 

“Koerber’s book, The ART OF DRAPING, 
contains good material for the display boys as its 
tendency is to guide them in the right direction 
and gives them something definite to go by.” 

* * * 


K. JACKSON 
The Botanical Decorating Co., Chicago, Ill. 
“The ART OF DRAPING,” by Koerber, is in- 
deed very interesting and we expect to make good 
use of it. We shall be glad to refer the frequent 
inquiries for a book of this kind to you.” 


The only modern text book on draping—in fact the 
only draping book published during past decade. 


ts ' Four Parts—More Than 100 Illustrations—One Hundred Twenty-Eight 
¢ Pages — Size 74%x10% — Beautiful, Substantial Cloth Binding. 


| % & S. es ° 
ig, i Price $3.00 Postpaid 
. Edition Limited—Order TODAY! 


SPECIAL OFFER—A copy of this new book, THE ART OF 
x DRAPING, together with a year’s subscription to The DIS- 
%G, \% PLAY WORLD at a cash saving of $1.00—Both for $4.00. 


It you are already a subscriber your subscription will be extended. 


THE DISPLAY PUBLISHING CO. 


ome 1209-11 Sycamore Street 


Cincinnati, O. 
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Chicago Monthly Display Review 


Old-fashioned ‘‘fur sales’’ become “expositions of advance fur styles” 
through the advancement of display methods and ideals 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


MHE State Street windows have started the 
month of August with a very generous display 
of furs and fur-trimmed apparel. This is, of 

course, in keeping with the annual affairs of the same 
sort which have for many years been conducted by the 
big stores of Chicago every August. This year, how- 
ever, the displays seem to have something of an added 
charm as compared to previous years. Whether this 
may be attributed to the fact that display itself has im- 
proved to that degree, or whether greater attention has 
been directed toward making the event itself-more im- 
pressive, is a question which I will not attempt to 
answer. The fact stands out in clear relief, however, 
that the Annual August Fur Sales, which used to be 
made to look like a “sale” in every sense of the term, 
have been turned into what may be perhaps more accu- 
rately termed an “Annual August Exposition of Ad- 
vance Fur Styles.” The State Street windows certainly 
leave no doubt as to the importance of the event as a 
style exhibition. And the interest manifested in these 
displays on the part of the women shoppers certainly 
indicates that the display and sale of furs in August 
is by no means untimely or ill-considered from a busi- 
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ness standpoint. 
Marshall Field’s large corner window at State and 
which is always a true indicator 
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of what’s what :n style and things hereabout, is no 
exception to that rule this month. The beautiful back- 
ground which was installed for the Spring opening 
windows has been remodeled somewhat and trans- 
formed into a strikingly beautiful setting of light and 
dark tan shades. Everything has been done over in 
tan and some additional new foliage and flowers (Chry- 
santhemums) done in the same shades lend the proper 
note of Autumn to the entire setting. The floor cover- 
ing and furniture is also done in tan. Five beautiful 
wax models, dressed in superb fur coats, and advan- 
tageously posed, complete a display that draws the 
attention and interest of a constant swarm of. people 
at all hours of the day. 

The other State Street windows of this store are 
devoted to displays of.all fur goods ; two windows fea- 
ture fur-trimmed drésses; two more show cloth coats 
with fur collars.and cuffs; one of motor coats, fur 
trimmed, and the large corner window at State and 
Randolph is another beautiful display devoted to fur- 
trimmed suits shown on five figures. With the. excep- 
tion of three windows devoted to drapes of Autumn 
novelty dress goods, all the State Street windows are 
given over to the display of furs and fur-trimmed 
apparel. 

The large island window at Charles A. Stevens’s 
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Fur Exposition Arranged in Window of N. B. 


Blackstone Co., Los Angeles, by H. D. Nichel 
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THE DISPLAY 


This Campaign to assist 
the Retailers of America to Increase their 
Sales and Profits on Knitted OUTERWear 
is made possible by the co-operation of 
the following concerns: 


American Knitted Fabric Co., Philadelphia, Pa. 
Appleton-Superior Knit’g Works, Appleton, Wis. 
Arr-Tee Knitting Mills, Philadelphia, Pa. 
Atlas Knitting Mills, Union Hill, N. J. 
Bamberger-Reinthal Co., Cleveland, Ohio 
Beaver Brook Knitting €e.; Waltham, Mass 
Bender-Zimmer Co., Milwaukee, Wis. 
Bradley Knitting Co., Delavan, Wis. 
Columbia Knit'g & Mfg. Co., renee. Wis 
Crystal Mills, Inc., Brooklyn, N ¥ 
Meyer Dorfman, New York, N. Y. 
Durable Knitting Mills, Philadelphia, Pa. 
Eagle Knitting Mills, Milwaukee, Wis. 
Eagle Knitting Mills, Philadelphia, Pa. 
Elbro Knitting Mills, Milwaukee, Wis. 
Ess-Arr Knitting Mills, Brooklyn, N. Y. 
Federal Knitting Mills Co., Cleveland, Ohio 
Franklin Knitting Mills, New York, N. Y. 
Franklin Sweater Mills, Philadelphia, Pa. 
Friedman-Blau-Farber Co., Cleveland, Ohio 
Gem Knitting Co., Philadelphia, Pa. 
Gold Mark Knitting Co., Woonsocket, R. I. 
Gopher Knitting Works, Minneapolis, Minn. 
Great Western Knitting Co., Milwaukee. Wis. 
Green-Haas-Schwartz Co., Cleveland, Ohio 
Grushlaw & Sichel, Philadelphia, Pa. 
Hand Knit Hosiery Co., Sheboygan,.Wis. 
Hercules Knitting Co., Milwaukee, Wis. 
Humboldt Knitting Works, Chicago, III. 
W. F. Hummel Knitting Works, Milwaukee, Wis. 
Imperial Knitting Co., Milwaukee, Wis. 
Jersild Knitting Co., Neenah, Wis. 
Jos. M. Kahn Co., New York, N. Y. 
Keller Knitting Co., Cleveland, Ohio 
Kingston Knitting Co., Cambridge, Mass. 
Lamb Knit Goods Co., Colon, Mich. 
Luxknit Sweater Mills, Inc., Milwaukee, Wis. 
H. Lee Mallory Co., Inc., New York, N. Y. 
Marinette Knitting Mills, Chicago. III. 
Massachusetts Mills, Stoughton, Mass. 
Mengart Knitting Mills, New York, N. Y. 
Merrill Knitting Co., Merrill, Wis. 
Milwaukee Knitting Co., Milwaukee, Wis. 
Mutual Knitwear Co., New York, N. Y 
Navy Knitting Mills, New York ,N. Y. 
New Brunswick Knit'g Co., New Brunswick, N. 3. 
Neuman & Rubin, Philadelphia. Pa. 
New York Knitting Mills, New York, N. Y 
Norfolk Knitting Mills, aig Mass. 
Palm Knitting Co., New York, ¥ 
Patrick-Duluth Knitting Mills, Duluth, Minn. 
Reliable Knitting Works, Milwaukee. Wis. 
Revere Knitting Mills, Malden, Mass. 
Rhode Island Knitting Co., Woonsocket. R. I. 
Rich-Sampliner Knitting Mills, Cleveland, Ohio 
Robsmith Knitting Mills, Roxbury, Boston, Mass. 
Royal-Ascot Knit’g Mills, Germant'n, Phila., Pa. 
Shaker Knitting Mills, Chicageé Ill. 
Shawmut Woolen Mills, Stoughton; Mass. 
Sheplan, Sabul & Palmer, Philadelphia, Pa. 
Standard Knitting Co., Cleveland, Ohio 
Star Knitting Co., La Crosse, Wis. 
Starr Knitting Mille, Brooklyn, N. Y. 
Sunset Sweater Co., Brooklyn, ye ¥ 
oe Mills, Inc., New York, N 
N. P. & J. Trabulsi, ‘New York, N. ¥. 
United Knitting Co., a | Pa. 
Waitzfelder Braid Co.., Brooklyn, N. 
Weartex Knitting Co., The, Brooklyn, ‘N. Y. 
ASSOCIATE MEMBERS 
Ainslie Knitting Machine Co., Brooklyn, N. Y.. 
Chas. F. Bankart, Boston, Mass. 
Brooklyn Machine Works, Brooklyn, N. Y 
Button Machinery Co., Hoboken, N. J. 
Davis, Young & Anderson, Boston, ce 
Dubied Machinery Co., New York, N. Y. 
DuPont Fibre Silk Co., Buffalo, N. Y. 
Erie Dyeing & Processing Co., Cleveland, Ohio 
cnense Yarn Co., Franklin, Mass. 
Grosser Knitting Machine Co., New York, N. Y 
Hosey Worsted Co.; Bridgeport, Pa. 
i. Irvirfg & Son, Chester, Pa. 
rving Worsted Co., Chester, Pa. 
Walter E. Knipe & Sons, Philadelphia, Pa. 
G. F Landman & Co., Philadelphia, Pa. 
ames Lees & Sons Co., Bridgeport, Pa. 
atm Machine Co., Manchester, N. H. 
Ludwig Littauer & Co., Inc., New York, N. Y. 
Merrow Machine Co.. Hartford. Conn. 
Nicetown Dye Works, Philadelphia, Pa. 
S. & M. a Works, Inc., Philadelphia, Pa. 
Sweater News & Knitted OUTERwear, N. Y. C. 
Tubize Artif’! Silk Co. of Am’ca, New York, N. Y 
iscose Co., New York. 


ef 
Thos. Wolstenholme Sons & Co.. Philadelphia, Pa. 




































































Prize Winners 
CAnnounced 


WORLD 


deserves 


the eer 


The Judges in the National Knitted OUTERWear Window 
Display Contest, practical display men of recognized standing, 
have made the following awards: 


CLASS I—Department Stores 
First Prize $150.00—Jack Cameron, 
Harris Emery Co., Des Moines, Ia. 
Second Prize $50.00—John T. Mackey, 
Herpolsheimer Co., Grand Rapids, Mich. 
Honorable Mention: Wilmot M. Fisher, The Shepard aaa ae 
Mass.; W. H. Hinks, John W. Thomas & Co., Minnea Minn.; 
Karl M. Amdahl, The Palace Department Green, Spo “ Wash. 


CLASS II—Garment and Specialty Shops 
First Prize $150.00—Herman A. Lembke, 
Columbia Outfitting Co., Los Angeles, Calif. 
Second Prize $50.00—L. McArdle, 
Orkins, New York, New York 
Honorable Mention: E. R. Lutz, Seidenbach’s, Tulsa, Okla.; Carl 
W. Ahlroth, Union Co., Columbus, Ohio; David Jones, The Hub, 
Baltimore, Md. 
CLASS IlI—Haberdashers & Clothiers 
First Prize $150.00—Clement Kieffer, Jr., 
The Kleinhans Co., Buffalo, N. Y. 
Second Prize $50.00—A. C. Raining, 
Boyd-Richardson, St. Louis, Mo. 
Honorable Mention: M. Wolfson, Baer Bros. & Prodie, Chicago, 
Ill; A. J. Ritter, The B. R. Baker Co., Toledo, Ohio.; A. A. Hansen, 
F.G. Clayton Co., Detroit, Mich. 


CLASS IV—Sporting Goods Stores (No Entries) 


CLASS V—-Dry Goods Stores 
First Prize $150.00—-Ellsworth H. Bates, 
C. W. Klemm, Inc., Bloomington, Ill. 
Second Prize $50.00—Theodore Schloerb, 
The Henderson-Hoyt Co., Oshkosh, Wise. 
Wilhelm Nielsen, The J. C. Penney Co., Devils 
, P.J. "Young Dry Goods Co., New 
. Staines, Ramsay Bros. Dry Goods Co., 


Honorable Mention: 
Lake, N. D.; William Fitz; 
Brunswick, N. J.; Richard 


* Atchison, Kansas. 


knitted OUTERWear Bureau 


(INCORPORATED) 


2 E.Redwood St. Baltimore, Md.. 
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L.A. FELDMAN 


Fixture Co., Inc. 
32 West 32nd St., New York 
Everything in Display Fixtures 


Our New 
Fall Model 


Forms 


Are Now 
Ready 


—_— 


Up-to-the- 
Minute 
in Shape 


Quality in 
Keeping With 
Our Usual 
High Standard 





COSTUME FORM 


We Specialize 
in High Class 
Wood Fixtures 


Our Wood 
Fixtures will 
not Crack or 
Blister from 

the Sun or Heat 





WAIST FORM 


Write for Catalog of 
FELDMAN’S Humanized Wax Figures 























is being used entirely for the display of furs and fur- 
trimmed coats, suits, capes and throws. One figure, 
seated, and wearing a beautiful white Ermine evening 
coat, is the center of interest and admiration. Other 
furs are shown on figures and draped about on stands, 
etc. The rear windows are devoted to clearance sale 
merchandise, bearing prices and shown in various sized 
unit displays. 
Mr. Kagey's Displays 

The windows of Mandel Brothers are emblematic of 
the Fur Exposition and admirably well conceived and 
executed in every sense of the term. Five large win- 
dows are devoted to the display of furs, and each win- 
dow a distinctive color unit. They are unusually at- 
tractive, and this fact is attested by the manifest interest 
of throngs of women going from one to the other and 
making superlative comments on one or more of the 
various fur pieces displayed. A brief description will 
give an idea of what Mr. Kagey’s front looks like. 

The first window on State Street is made up entirely 
of broadtail and moleskin in gray. The wax figures 
are posed wearing exquisite full length coats. One 
waist figure wearing a moleskin jacquette and three 
smaller fur pieces are appropriately placed. A drape 
of silver figured brocade lining is tastefully draped 
partly in the center and foreground. The window card 
announces “Annual Fur Sales and Exhibition of Au- 
tumn Styles.” 

The next window is carried out in practically the 
same general arrangement, but in colors of tan. Light 
tan Broadtail and other furs, trimmed with Red Fox, 
make a most attractive comb:nation. Red Fox throws 
are shown on a brown figured brocade lining. 

The next window, which is the large corner window 
on State Street, is the center of attraction with all 
white Ermine and white Broadtail trimmed with black. 
The two figures representing elderly women in evening 
dress are particularly interesting. Other smaller pieces 
of fur in white are displayed about the window. A 
silver brocade lining does its part to complete the 
display. 

The companion window to this one on the Madison 
Street side shows a similar arrangement carried out 
entirely in novelty skins in brown effects. The next 
window on Madison Street shows cloth coats with 
heavy fur-trimming on collars and cuffs and also at the 
bottom of the coats. 

At the Boston Store the double window at the cor- 
ner of State and Madison is devoted to the display of 
furs. Several figures are used to show the more pre- 
tentious pieces, while others are draped here and there 
on stands, table and on the floor. 

Mr. Tannehill has five very effectively trimmed 
windows devoted to the Fur Event. Each window 
shows three wax figures dressed in fur garments. A 
beautiful chair or a table, or both, are used in each 
display, adding the proper tone and relief. Odd and 
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lessness on the furniture. In the center of the back- 
ground of each of the five fur windows is hung a beau- 
tiful original oil painting representing snow and winter 
scenes. One window shows four figures of various 
ages of girls, each wearing the proper fur coat for that 
age. Another window is given over to a display of 
woolen blankets ; two men’s windows feature “August 
Sale of Overcoats,” and the other window is featuring 
a sale of men’s madras shirts at $2.65. 


Attractive Displays at Bedell’s 


The entire front of the State Street store of Bedell’s 
presents an appearance of balance and nice arrangement 
for a store of this type. A spacious display is given 
over to furs and fur-trimmed coats and suits, etc. An- 
other large front window has a most attractive display 
of Summer dresses at clearance sale prices. Other win- 
dows feature various other articles of Summer apparel 
at clearance prices. 

The Fair, as might be expected, is using its large 
corner display window at State and Adams entirely for 
furs and fur-trimmed garments. Five wax figures wear 
furs. Others are displayed on chairs, table stands, etc., 
in effective manner. Several stuffed animals, mounted 
in natural poses and used throughout the windows, give 
appropriate effect. 


Perfect Displays Feature Unusual Offerings 

There is no reason why men of Chicago should go 
without clothes—if we consider what the price of 
clothes has been in the past few years and what they 
are being shown at just at this time. Windows display 
suits of good make and excellent fabric, some silk-lined, 
at $25, $35 and $37.50, while other strictly hot weather 
clothes, two-piece suits in mohairs, palm beaches and 
tropical worsteds are shown as low as $14.50. 


Excellent Displays at Rothschild’s and The Hub 


Maurice L Rothschild’s have seven window displays 
featuring a sale of Hart, Shaffner & Marx suits at 
$37.50. Eight windows are devoted to Manhattan 
shirts at sale prices. Much advertising has been done 
in connection with these two sales. In keeping w‘th 
the feminine interest in the Annual Fur Sales, this 
store is showing in one of their large windows on Jack- 
son Boulevard five new Fall styles in Hart,. Shaffner 
& Marx coats for women. The coats have fur collars 
and fur trimming. The new Autumn posters advertis- 
ing Women’s Coats are shown in the window and look 
very good. 

The Hub, just across ‘the street from Rothschild’s, 
iso has a suit sale, and seven window displays are 
given over to the display of Society Brand Suits on 
special sale at $47.50. The windows are carefully 
trimmed and the units are well balanced and tastily 


jarranged. Other windows at the Hub are displaying 


spec‘al priced merchandise as follows: two windows of 
Palm Beach suits, choice of the house, at $14.50; two 
windows of Tropical Worsteds at $24.50; two winiowes 
of Mohair suits at $19.50. 
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SE: GENERAL Torr | 
Winpow Dispray Fixtures 


“SHOW THE GOODS”’—that’s the ad- 





vice expert merchandisers give us. 
Wares well displayed are ‘half sold. 
Our 


AComplete Set of 16 ae eS Eee 


GENERAL Store WinDow , 
FIXTURES for 


«N GOLDEN OAK FINISH x 


This modern, substantial and highly 
adaptable Set of GENERAL STORE 
I\b WINDOW DISPLAY FIXTURES does 
the work. Support it with even 
amateur creative ability and you'll 
have window trims with power, 
punch, vigor and the ability to 
ring the cash register. 





This set has suitable fixtures for 
displaying Dry Goods, Clothing, 
Furnishings, Shoes and Hats; a 
very complete all around set, with 
interchangeable features. 


FREE. Write for attractive photos. 


9143 West 4th St. 
CINCINNATI, OHIO 


Through your Jobber or Direct 























IF YOU WANT— 


A Better Position 
To Secure a Good Man 


To Buy Good Used Equipment 


To Dispose of Equipment not now 
needed 


Advertise Your Wants in 
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OPPORTUNITY EXCHANGE 
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OUR LATEST CREATION 


For the display of Hair Goods, Jewelry, 
Millinery, Furs, etc. Will stand any cli- 
mate---no melting, chipping or cracking. 


SEND FOR OUR CATALOG 


The Marvel Form Co. 


103 Federal Street Saginaw, Mich. 























“Timberlake” Colored Light Screen 


Lowest Priced Screen on the Market 





Patent Applied For. 
Colored lighting effects now possible at 


derate cost, by 
using “TIMBERLAKE?” Reflector Screen No. 754, as shown. 

Fits almost any shape of reflector up to ten inches diam- 
eter, and adjusts itself instantly to different sizes. 

Takes 10x10-in. square colored Gelatine slides, in red, blue, 
green and amber. Combination of these different slides will 
give a wide range of color effects. . 

Supplied with or without the colored Gelatine sheets. 

Price per dozen for the Reflector Screen only, without the 
Gelatine color sheets, $6.00. 

Prices of sheets in the different colors, $1.00 per dozen 
sheets. Be sure to specify whether colored sheets are wanted 
and quantity of each color desired, 

These prices are strictly F.O.B. Jackson, Michigan, and 
terms are 30 days net from invoice date, 2 percent 10 days. 


J. B. Timberlake & Sons 


Dept. D, Jackson, Michigan 
SOLE MFRS. 
Manufacturers Store Display Fixtures and Wire 
Specialties 

















Motion In Window Displays 


Action the great stimulus that arouses atten- 
tion—How it is employed in the display 
window 


By HARRIET HENDERSON 
Manton, Michigan 


ROM time immemorial, progress has been marked 

by motion. As life forms progressed, movement 

became possible and the higher forms could travel about 

at pleasure. With this acquired pleasure, life became 

less safe, and animals as well as man experienced fear. 

They saw possible danger in all movements other than 
their own. 

To this day we experience one or both of those two 
ancient feelings of pleasure and fear at all motion. We 
are attracted by anything that moves and we want to 
watch it. ’Twas these feelings that made the rushing 
rivers, the scudding clouds, the flight of birds so won- 
derous to primitive man. 

In modern times, the clever merchant uses motion 
in window display. Our senses may become so fatigued 
by the quantity and variety of the displays we pass 
that we fail to see any of them, but the minute we come 
to a window with motion our dulled sense of sight is 
roused to alertness. 

Although our old fears are in the main overcome, 
we still experience keen pleasure at all motion. Stand 
by a display window and compare the attraction of a 
running machine with that of one that is still. The 
value of the flashing signs is largely in their power to 
attract attention, but there is another use of motion in 
display—that of showing how. 

One day I noticed a big crowd in front of a furnr- 
ture window. A demonstrator was alternately taking 
down and putting up a wall bed. After each operation 
she displayed a card that told of the operation. Thai 
same w:ndow, with the bed in two positions and with 
all the placards in place, attracted only a few, compara- 
tively, while the simplicity of the operation was not 
shown by the “still life’? window. 

Of course, the demonstration window attracted 
hit-and-miss crowd, many having no real interest in 
folding beds, while those who stopped at the still life 
window doubtless had some interest to start with. On 
the other hand, the first window had a far greater 
chance to create interest or new prospects. While. the 
motion w:ndow had the greatest percentage of waste 
appeal, it also had the greatest percentage of oppor- 
tunities for new, successful appeal. 

Not only is actual motion an important thing 
attracting attention, but suggested motion may be used 
to advantage. Broken lines and diagonal lines suggest 
motion. Goods may be arranged with this in view. 
A statue of the Winged Victory, with its diagonally 
poised figure, will put life into a “dead” display. Pic- 
tures of action, such as The Horse Fair, serve in the 
same way. 
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THE DISPLAY 


The picture of a boy climbing over a fence, while 
a bulldog tried to drag him back, was used in a hosiery 
window. The fact that the figure had on the brand of 
hose displayed was of secondary importance. Action 
came first, in point of attention-getting value, and once 
the attention was obtained none could escape the fact 
that the certain brand of hose was the central point 
of interest. 





E. J. HAMILTON WINS PRIZES IN IMPORTANT 
DISPLAY CONTESTS 

Just before resigning his position as display manager 
for The Robert Wright Co., Brockville, Canada, E. J. Ham- 
iton was notified of his success in the display contests 
conducted by the Dominion Oilcloth Company, Montreal, 
and The Congoleum .Rug Company. Mr. Hamilton was 
awarded first prize in the former contest and fourth in 
the Congoleum Rug contest. He is at present directing 
displays for the Brown-Belk Co., Greensboro, N. C. 





STANDARD MERCANTILE CO. SELECTS 
L. P. HINES AS DISPLAY MANAGER 
L. P. Hines is now directing the display department of 
The Standard Mercantile Company, De Ridder, La. He 
was recently engaged in display service work at Kosciusko, 
Miss. 





HARBIN WINS $25 PRIZE FOR 
BEST SELLING LETTER 


Luther Harbin, disp!ayman at the Gadsden Hardware 
Company, Gadsden, Ala. ,jhas been awarded $25, one of the 
prizes in the recent contest of the Auto-Vacuum Freezer 
Company. Mr. Harbin’s award came as a result of his 
successful letter on “How to Sell the Auto Vacuum Ice 
Cream Freezer.” 





GLENN K. BENARD IN NEW POSTION 


Announcement is made of the resignation of Glenn K. 
Benard as display manager for Linn & Scruggs, Decatur, 
Ii., to accept a similar post with The Decatur Drug Com- 
pany, Decatur. 





J. H. EVERETTS CHANGES ADDRESS 


J. H. Everetts, well-known display artist, and recently 
in charge of displays for Gloyd-Halliburton Company, 
Oklahoma City, Okla. has resigned and is now directing 
the display division of the S. C. Cullen Company, Ottumwa, 
lowa. 





STATE STREET DISPLAYMAN CHOSEN FOR 
LIVINGSTON’S DISPLAY DEPARTMENT 


C. W. Barnes has been selected as display manager for 
lke Livingston & Sons, Bloomington, Ill. He was recently 
tmployed as assistant to J. E. Tannehill, display manager 
for Carson, Pirie, Scott & Co., Chicago. 





KRESGE CO. TAKES OVER L. S. PLAUT & CO.— 
DEPARTMENT STORE CHAIN PLANNED 


The L. S. Plaut & Co., Newark, N. J., one of the city’s 
largest department stores, has been taken over by a new 
organization at the head of which is S. S. Kresge, presi- 
dent of the S. S. Kresge Conipany, operating more than 
200 stores throughout the country. The deal involved, it 
is reported, $17,000,000. It is further announced that the 
purchase of the Plaut store by the Kresge company in- 
dugurates the plan of a chain of department stores. 
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Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it. make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and. brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 


SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 
30-32 West 27th St. New York, U.S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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Advance 
FALL BACKGROUNDS 
Novelty Window Displays 


Latest creations in backgrounds 


Make your Fall Display 


reap a bountiful harvest. 


New and novel designs in 


PAPERS, ARTIFICIAL FLOWERS 

BORDERS, SCENIC PAINTINGS 

PLACQUES, DRAPING CLOTHS 
ETC, ETC., ETC., ETC. 


Get in touch with us now. 
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Catalogs soon ready. 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 


30 READE STREET NEW YORK 
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With the New York Displaymen 


THE DISPLAY WORLD 


National Merchandise Fair shares displayman activities during month 
—DMany effective displays of furniture and furs ‘ 


By WILLARD D. HART 
Special Correspondent, The Display World 





aX. UGUST sales gave the displaymen a theme 
Scop upon which to dress their windows to obtain 
eS the best possible results. The August sales of 
furniture, furs and clearances all were capitalized by 
the local men for display ideas and to boost business. 
The Merchandise Fair also gave the local boys some 
extra work to do. They all had some of the booths to 
decorate, and many attractive settings were arranged. 

Orkin’s, McCreery’s, Lord & Taylor, Franklin Si- 
mon & Co., Best & Co., B. Altman & Co., R. H. Macy, 
Gimbel Brothers and Saks & Company all devoted a 
stretch of windows to the August fur sale. At Mc- 
Creery’s, Mr. Chase, by the use of a large colored por- 
trait painting by himself, created a very attractive win- 
dow. 

At R. H. Macy & Co. the rear of the windows was 
draped with a green material with an opening in the 
center forming a doorway into a small anteroom. In 
this room a wax figure wearing a fur garment stood. 
The remainder of the windows all featured furs for the 
August sale. 

An interesting note was seen at Lord & Taylor’s, 
where in a display of rose petal handkerchiefs, a new 
novelty, Mr. Weisgerber displayed the handkerchiefs 
in the form of a rose. At another store they were 
shown on sticks, giving the appearance of totem poles. 

Exhibitors at the National Merchandise Fair made 
their appeal to the visiting buyers in much the same 
manner that the retail store makes its appeal to the 
woman who has come to the principal department store 








Novel Display of Hosiery by A. W. Malet for R. H. Macy & Co., New York City 


district of her city on a shopping tour. The attractive- 
ness of their displays, the exhibitors knew, was one of 
the deciding factors in causing the buyer to stop at the 
booth and look over the line of merchandise on exhibit, 

With this fact in mind, the exhibitors at the second 
National (Merchandise Fair, at the Grand Central Pal- 
ace, had arranged some very interesting and unusual 
displays in their booths. The ideas and arrangements 
presented window display suggestions and effective 
ideas for employment in the store interior. 


George Rooney Installs Farr Windows 


During the first week of the Fair at the Palace a 
row of model window displays was installed by George 
Rooney, display manager of Abraham & Strauss, Inc., 
Brooklyn, and his assistants. Displays were designed 
for various departments of a store. Two windows 
were devoted to materials for women’s wear, being 
much alike in general character but differing much in 
detail. An interesting feature that was found in nearly 
all of the windows was the top used on the stands for 
drapes. This was a large gilded palette adjusted so 
that it sloped to the front. Gilded mahlsticks of dimen- 
sions in scale with the palettes were stuck through the 
thumb-holes and served also to support the drapes. 
The materials used in the displays were gold lace and 
brown and blue brocaded silk at the left, black lace at 
the center, and blue and silver brocade at the right. 

A form of lamp that has made its appearance lately 
was used in some of the displays set up in the special 
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windows on the fourth floor of the Palace at the Fair, 
and attracted much attention. The: lamp is known as 
a bracket lamp, is so constructed that it forms its own 
bracket and can be attached to any place where a nail, 
hook or pin is available. It is suspended from the end 
of a stick, yard, a boom, or whatever you like, which 
is held by a patr of halyards made of tape, cord or 
ribbon, and carried over the hook on the wall. The 
lower end of the yard, terminating in a fork-like knob, 
active. (is in contact with the wall, and holds the lamp out from 
one of it. The surplus cord falling to the floor may be used 
at the to make the lamp fast in any desired position. Among 
xhibit. fm the materials used in the slings for the lamps at the 
second Palace were knitted tape and black velvet decorated 
al Pal. with gold. The lamp is easily adjusted for any place 
nusual (2nd any height, and decorative in character. 


ements Penney’s Display Department 


Tective : , Pe 7 
To co-ordinate window trimming and advertising 


ina chain store organization, which by the end of the 
year will have 475 stores, would seem to be a big prob- 
lem. But such a problem has been tackled by the J. C. 


. Penney Co., with the creation of a new department of 
ES ec, window dressing, under the supervision of the adver- 
signed tising department at the local headquarters. 

Ss While the idea which prompted the Penney Co. to 
being create the department of window dressing under the 
id, in supervision of the advertising department is not en- 
_ tirely new in its application to chain store organiza- 
ds for i tons it assumes larger proportions when the 371 stores 
it on of the Penney group at present and the 104 to be 
Sect opened before the end of the year are considered. 

ch the Regular Service Features 

rapes. Heretofore the company has not given any detailed 


re and MM attention to window trimming from the main head- 
ace at quarters. But, according to R. L. Whitman, advertis- 


ht. ing manager and publicity director of the company, it 


lately HM has been felt that a field has been unworked in not de- 

special HH veloping the windows to a greater degree—thus the 
new department. The co-ordination of advertising 
with window trimming, Mr. Whitman said, will be an 
excellent aid to the managers of the individual stores, 
who will, besides their own initiative, have the sugges- 
tions for improved windows from an expert display- 
man at the main office. 

Three different sized windows are being prepared at 
the local headquarters—small, med:um and large. They 
will fit in as closely as possible with the kind of win- 
dows which characterize the Penney stores. This will 
enable the window prepared here to be applied almost 
exactly to a window in one of the stores, whether that 
store is in Wyoming or in Illinois. 

However, Mr. Whitman said, it will not devolve 

pon the managers of the individual stores to follow 
exactly the displays prepared here. The displays will 
be the best ideas from an expert display manager which 
can be enlarged upon, diminished, or used as the indi- 
vidual store managers see fit. The service to the units 
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SPECIAL WINDOW DISPLAY 
MONTHLY PHOTO SERVICE 


of New York Stores, the Style 


Eight all new, up-to-date photos 
supplied all together on one sheet 
» 14 by 17 inches 


Service No. 
Eight Department Stores of different 
e varieties. 


Eight Ladies’ Ready-to-Wear Display 
e Windows. 


3 Eight Gent’s Furnishing Display Win- 
e dows, varied. 


Eight Millinery Windows—Large and 
e Small Stores. 


Shoe Store Windows — Dept. 
We Stores—Specialty Shops. 


$ Monthly for each service. State service 
number desired. Send cash, check or 
money order, or write for our sheet giving 
details on 60 other Standard Department 
Store window displays of eight each. 


Worsinger Window Service 
Member I. A. D. M. 
124 West 34th Street New York City 


Center of America 
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ORRECT Display Fixture Co. 

since its formation five years 

ago has specialized in the manu- 

facture of Metal and Wire Display 
Fixtures of Distinction. 


In order to introduce our line 
to merchants and display man- 
agers we are illustrating just a 
few numbers from our complete 
line. 


When you are in the market 
for metal display fixtures it will 
pay you to write us for prices. 


MAIL ORDERS FILLED. 


Correct Display Fixture Ce. 


New York City, N. Y. 
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JUST OFF 
THE PRESS! 


i) 


Catalog DW-23 


| 





_ showing better ideas 
_ and suggestions for 
your Fall Displays. 


| 
Baumann 


Floral Decorations 
Backgrounds 
| Set Pieces 
Special Units and 
Window Furniture 
| 





are now being used 
throughout the 
country. 


| Write for 
| Catalog DW-23 





357-359 W. Chicago Ave. 
Chicago, Ill. 


L.Baumann&Co. 





of the chain will go out weekly in the form of photo- 
graphs and descriptions of the windows and the mer- 
chandise given. 

First, the three specially prepared windows at the 
headquarters will be dressed in their entirety, then 
photographs of the same will be taken. Afterward the 
merchandise will be removed and pictures taken of the 
skeletons, showing the fixtures used in the window and 
collective and individual units. These pictures will 
then be sent out to the stores, accompanied by more 
detailed descriptions. 

One of the advantages of the new department, Mr. 
Whitman pointed out, would result in their application 
to the weekly selling plan. which the Penney company 
maintains. 
ent weeks, such as leather and fancy goods week, vaca- 
tion week, straw. hat week, etc. The new department 
can concentrate on these weeks in their window display 
preparations. 

By concentrated effort, says Mr. Whitman, the com- 
pany will secure a greater co-ordination of effort. They 
will be enabled to take advantage of our window dis- 
plays to a greater degree and to make them a greater 
selling power. They will undoubtedly become more 
effective under the plan, and by linking the advertising 
and window display closely together good results will 
be obtained. 


Bloomngdale’s Memorial Staircase 


A replica of the art of the old Italian masters is 
being constructed in Bloomingdale Brothers’ store as 
a memorial stairway. The grand memorial stairway 
which is now under construction will be an adaptation 
of the main staircase in the famous Palace of the Po- 
destas, the Bargello in Florence, Italy. It is being made 
in the warm tones of Travertine, relieved with panels 
of Italian mosaic. 

It was while touring Europe a short while ago that 
S. J. Bloomingdale visited the beautiful Bargello, in 
connection with his studies in architecture, and was in- 
spired with its wondrous staircase. It occurred to him 
that an adaptation of this artistic masonry would be a 
fitting memorial to his father, Lyman G. Bloomingdale, 
founder of Bloomingdale’s, and an appropriate contri- 
bution in commemoration of the fiftieth anniversary of 
the founding of the store in 1872. 





NATIONAL CONTEST WON BY LINDBLAD 

George W. Lindblad, display manager for Browning 
King & Co., Minneapolis, was a winner of one of the 
major prizes in a recent contest conducted by the Ass0- 
ciated Men’s Neckwear Industries, Inc. This clever dis 
playman was generously complimented also on the effective 
display he installed for the ushering in of the straw hat 
season. 





William H. Hinks, display manager for J. W. Thomas 
& Co., Minneapolis, came in for a round of praise from 
a committee of eastern merchants on a trip of store it 
spection. The committee especially indicated its interest 
in Mr. Hinks’s excellent handling of merchandise. 
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WE HAVE MOVED TO THE 


PENT HOUSE ON THE ROOF 
OF THE TERRY & TENCH 
BLDG.,, (135-141 MADISON AVE., 
COR. 31st ST., NEW YORK CITY 


C. E. STEVENS & COMPANY 


MAKERS OF FINE WAX FIGURES 
TELEPHONE MADISON SQUARE 3464 
































132 West 14th Street Jumbo Dept. New York, N. Y. 





THE IDEAL MARKING SYSTEM FOR VARIETY STORES a ’ 
“When you get a good thing | 


HOPP PRESS SYSTEM OF SECTIONAL | rt Aa | 


PRICE TICKETS THEY’RE OFF— 


Patented July 6, 1920, November 29, 1921. 


Used by thousands of stores throughout the United States. | TO A GOOD START 
“CONSIST OF INDIVIDUAL CARD NUMERALS 1 TO 0” 
d 
tee an 0 ys natsaz.e acorn, | | Imported Panel and Floor Papers 
natin all waste | 
SPECIAL VARIETY STORE ASSORTMENT | FOR THE FALL SEASON 
Supplied in bine or red print | New .:. Striking .:. Different .:. Beautiful 





Window or Counter sets of 250 assorted 
cards, 2 inch print (all characters 1 to 0 and $5.00 


$1 to $9) and 25 enameled card holders, includ- Your ential are awaiting your letter. 
ing 12 display cards, size 4x6 inches. 


| | 
Mail orders promptly filled—Samples and catalogue on request | MURDISON DISPLAY SERVICE | 
THE HOPP PRESS, INC., | 67 Wade Avenue, Buffalo, N. Y. | 









































YOUR WINDOW IS YOUR STAGE 


THE AUDIENCE IN FRONT OF YOUR ,, 








EFFECTS. a. Rae Flood Lights and Reflectors. 


Wall Bracket Reflector. CATALOGUE FURNISHED ON REQUEST 
Universal Electric Stage Lighting Co., Inc., 321 West 50th Street, New York, N. Y. 
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How to Make Effective Show Cards 


A study of letters and letter formation—Introducing the Amer Text 
Alphabet, an American modification—Some card-making advice 


By B. A. RAINWATER 
Master Card Writer, St. Louis, Mo. 


SE) HE courts of appeal to which the average indi- 
vidual student of brush lettering or penman- 
-@_| ship must resort in case of doubt, are the 
different styles of standard alphabets. But the con- 
sulter of alphabetic styles should recognize that its 
function, at any rate in recent times, is legibility and 





style correctness. 

An alphabet was never formed with the power to 
fix forever an unalterable style that you and I shall be 
compelled to imitate. We are as capable of making 
history in this art as the men who formed all the types 
that we now generally use, but probably we are not 
going to tear all their work down and create radical 
lettering just for the sake of a new style. Our purpose 
must be to hold to the beautiful standard type and try 
to make our letters as nearly perfect as this type is. 
After this is done, it is then that we are capable of 
creating a little different style in our own composition 
without violation of principle. 

Accuracy in stroke serves as a rule to distinguish 
the professional from the amateur and to gain for them 
that recognition which is accorded persons sensitive to 
the finer elements of lettering. It is among such per- 
sons a token of efficient distinction to find at the right 
moment, the right style of lettering, showing in its 
nicety of adjustment a precision of idea and a command 


_Amer Text CowerCase 





of the means of type expression beyond the common- 
place. So much is not demanded of the majority of us 
moderate card writers, but the use of standard lettering 
is a matter, not of artistic arrangement, but of every- 
day correctness. The importance of this correctness is 
obvious to the business man as well as to the student, 
in so far as it concerns his own artistic or commercial 
life. 

The great convenience of a nation’s alphabets 
which encircle the globe and are understood from 
Alaska to Capetown, would be seriously diminished if 
the great agencies of our common culture, studios or 
press, did not labor incessantly to keep in check the 
little variations which tend to disintegrate our common, 
perfectly formed alphabets. 

Individual peculiarities of illegible formation of 
letters often mislead one to imagine he has created a 
“wonderful style,” and such attachment to old standard 
style letters would in no long time establish a variety 
of confusing types, such as the dialects of Italy, where 
the peasant from near Naples cannot converse with his 
countryman of Venice unless by some artificial arrange- 
ment. 

James Whitcomb Riley, the beloved American poet, 
was once a sign writer, and history says, “He was a 
craftsman at it, too.” It might have been while sign 
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The Amer Text i Showing Constructive Strokes. 
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ommon- OU can make artistic show cards in a twinkling with these 
ty of us high-grade, quick-drying colors. They are beautiful, last- 
notes ing, hold the brush in fine shape and dry with a dulfinish. 
f - ae ; 
ag In 12 original colors: Black, White, Light Blue, Dark Blue, 
eo Orange, Light Green, Dark Green, Yellow, Light Red, Dark 
student, Red, Brown and Lavender. 
mercial 
| Note The Prices! 
phabets | ote Ihe Prices: 
<A All in patent cap bottles. 
ished if 
ll as p a ae $ .20 each; $ 2.40 dozen : 
| if d 
eck the GetYourCopy! Yo-pt. -..-~- -50 — 6.00 mi Cut shows actual size of 
ommon, NE acetates 90 each; 10.80 dozen 
New Catalog No. 10 2-oz. patent 2 (0) re 
ae 1.75 each; 21.00 dozen bottle_____. 
Now Read _ 
tion of y F. O. B. Dayton F. O. B. Dayton 
eated a 
vari Bert L. Dail 
variet 126-130 E. Third st. DEYT L. Dal y Dayton, Ohio 
, where 
with his 
rrange- M writing or. playing around with letters that he discov- Ability to make the various styles of alphabets gives 
ered how to place the letters into poetry. Here’s hopes you the foundation on which to build a display card, 
an poet, Mior the fellow sign or card writer. Don’t think that sign, advertisement heading or testimonial. After we 
> was 4M ‘once a sign man, always a sign man.” Use your ini- have studied the various styles of each, the mind begins 
ile sign Mf tiative, your inventive, your concentrated study, ana get to form a visual picture of the task in hand. Clear 
deep into your task. There’s a possibility of writing thinking is as essential to good lettering as it is for 
something besides signs, some day. success in anything else. Once you have learned the 
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‘1 ABCDEFGHIAKE 


Illustrating Strokes in Formation howe Upper Case in Amer Text Alphabet, By B. A. Rainwater 
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What the “Passerby” 
Thinks of you 4) | 


or Your Store °*.. 


Advertise 
— Righ 


largely depends on your <a 
Show Cards and Window i M1/ 
Backgrounds. “E> 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 











Some Signs—Show Cards Don’t Even “Talk” 


PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ‘Tomorrow’ Customers! 
WRITE FOR CATALOG 


Saluche Kr uush Co 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST. 

















A Parrot Can Talk Bat He’s-No Salesman 
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SHO-CARD BOARD 
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DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYALPURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTIA CASCADEBLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY- 


3436-38 MARKET ST. PHILADELPHIA 























stroke of various letters, your next problem will be to 


connect them in proper value. 


Remember this fact: there are only two construc- 
The first, the “Une 
Stroke Alphabet,” of several letters and letter forma- 
tion, is done by count, just a certain number of required 
strokes to form each letter. In the “One Stroke Al- 
phabet” each constructive stroke is executed by one 
swing of the brush or pen, whether it be a thick or thin 
line, a shaded stroke, or if it should be a block letter 
stroke which has the same width measurement from 


tions in alphabet formations. 


The Pencil Type 


ABCDEFGHIJKLMNOD (3 
ORSTUVWXYZ 193456780 


start to finish in either straight or curved line. The 
second style, the “Outlined Alphabet,” has the greatest 
possibilities of design, and is constructed by making 
the outline design first and afterwards filling in the 
central body of the letter. 


In this issue of The DISPLAY WORLD the one 


stroke alphabet will only be dealt with as a means of 
showing several styles. 


In plate No. 2 we note the one stroke American 


(hereafter to be known as Amer Text), a style that is 
sometimes called Modified Old English or modified 


Plate No.3. 
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Caps and Lower Case of the Pencil Type. By B. A. Rainwater, St. Louis, Mo. 
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something-else, since it is very decidedly an American 
modification. In view of the fact, what better name 
could be given it than “Amer Text”—and Amer Text 
itis herewith decreed. 

The alphabets shown here were written with a flat- 
stroke lettering pen, held in the hand in the same natural 
position with which one holds a pencil. The main 
point to guard against in the effort to make clean, sharp 
lines, is the tendency to have too much ink on the pen. 
When taking ink, always lightly tap pen edgewise on 
the neck of ink bottle or container, thus throwing off 
excess liquid. 

A round ferrule red sable lettering brush, worked 
fat, or a one-quarter-inch flat stroke brush, will sharply 
form any letter included on Plate 2. The constructive 
strokes shown for this plate offer the closest separated 
strokes without actually lie them that are pos- 
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Illustrating Stroke Formation in Making Pencil Type Letters. 
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C Dhe Cardboard is the 
Foundation of the Show Card" 


The best Show 
Cards in the world 
are made on Cres- 
cent Brand Card- 
board—that is why 
they are the best 
Show Cards. 


Send today for our 
new catalog and 


price list, and be 





convinced of the 
superiority and the 
economy of Cres- 


cent Brand Boards. 








CHICAGO Yat Board COMPANY 


664-670 West Washin ngton ‘Boulevard 
CHICAGO ——m~_ ILLINOIS 











sible to illustrate. Follow the arrows and it will not be 
difficult to get the correct trend of each stroke as it 
should be made. The position of the pen remains un- 
changed while making any letter on Plate 2. 

In Plate No. 3 we have the Pencil Type, executed 
with a stiff pen which is minus the quality of spring. 
The pens used for this letter are made in various sizes 
and in two styles, round and square nibbed pens. The 
round nib forms at the beginning and ending of strokes 
the rounded terminals, while the square nibs forms 
square cornered terminals such as are to be noted in 
Plate 3. This particular style of pen reduces the 
strokes of tipped lettered alphabets by thirty-nine 
strokes. And, further, in this style the instant the pen 
touches and leaves the paper, one stroke is performed. 
Attention is directed to the capital strokes on Plate 3 
on page 54 and plate at bottom of this page. 


JKILMNOPQRST 
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By B. A. Rainwater 
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Make Your Own Show-Cards Better, 
Quicker, Easier, with the “STENCILOR” 


Any clerk can make better than hand-lettered show cards, streamers, price 













Exact reproductions of “STENCILOR” made 
ards yours for the asking, or we will make 
any card for you. 








tickets, etc., with our apparatus. 


Chain stores and store-keepers in every 
line of business declare it indispensable. 


Can be had in three models 
a te “ ” 


$45.00 $35.00 $25.00 


f. o. b. St. Paul, Minn. 


Display Material Company 


191 PEARL STREET, NEW YORK, N. Y. 


(Between Maiden Lane and Cedar Street) 











WHAT ARE IDEAS WORTH? 
(Continued from page 24) 


tion, now why not select something from the field of 
public life? 

Take a leading hotel or club noted for its won- 
derful delicacies. Show a picture of this building 
and a card reading, “In the kitchens of leading 
hotels and clubs—“Vollrath Ware.” 

Get an architectual drawing or large colored 
photo of a beautiful modern home (local, if possi- 
ble). Make sign read, “Used in the kitchen of the 
newest homes where purity and sanitation are de- 
manded. Is Vollrath Ware in your home?” That 
last thought is what puts over the whole idea. If 
it is preferred in laboratories, clubs, hotels and 
in leading private homes, is it not a convincing ar- 
gument that it is good enough for any home. 


Perhaps another store displaying aluminum 
ware would present arguments about its certain 
features which would ‘show it far superior to the 
white ware, just as in the case of the refrigerators, 
but the white ware went over big, sold the mer- 
chandise, and won second in a national contest con- 
ducted by the makers of this ware. 

Next, a display of Hoover sweepers. This arti- 
cle always looks the same in a window, the nation 
over, and while some show the features a Iittle better 
than others, it is just the same Hoover spelled 
with six letters, and is recognized by sixty per 


the Hoover itself, nor what they expect it to do. 
Attract them—but link the attraction definitely with 
the article. Get an unusual idea, develop. it and then 
go ahead. 

In reality an Eskimo would have no use fora 
Hoover. First, because he has no electricity. Per- 
haps he has never heard of the Hoover but if he has 
(inventive fact) he would have one for sweeping a 
path in the snow from the door of his “igloe.” 

We made a real northern scene, a paper mache 
igloe, ran a string of voltage wire on poles to this 
igloe and had an eskimo dolled up in his working 
clothes, using a Hoover for the purpose above men- 
tioned. A transparent bag was used and by run- 
ning the machine, artificial snow was kept moving 
in the bag. A sign read, “Wire the Northland and 
they’ll have Hoover’s, too.” This line contains sev- 
eral thoughts. It shows the popularity of Hoover's 
among all nationalities.. “Wire” has two meanings 
—that of electrifying, or informing by telegraph. 
The window not only attracted wide attention but 
also netted in sales. , 

These two displays might have been worked out 
with more or less detail, yet not the same results. 
Do not confusé too many ideas into a single display, 
but keep it simplified. One idea, well put over 1 
worth much more than several incomplete ones. 
One central idea is better understood and produces 
more sales. Hit upon the plan, work it out in your 
mind, and if it does not suit discard it entirely, 
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cent of the thinking public to be a 365-day out of forget it, and start another that you may have had @,.... 
the year machine, always dependable, never balky, One cannot definitely and completely master Miday. 
a standard machine for the work it is intended to more than one idea at a time. Develop your ideas, @with 
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BRUSHES & SUPPLIES | 




















COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 
1 No. 12 Pure Sable Rigger $ 90 
1 No. 8 Pure Sable Rigger 
1 No. 6 Pure Sable Rigger 
2 2-Ounce Water Color (Red & Black) 
1 Razkut Card Cutter 
1 Show Card Instruction Book—FREE 

TOTAL VALUE 


PEN OUTFIT FOR $1.00 
1 Set Speedball Pens 
1 2-Ounce Speedball Ink 
1 Speedball Instruction Book 
1 Double End Penholder 
1 Set (12) Round Writing Pens 

TOTAL VALUE 
These Outfits will be Sent Prepaid 


oArthur CF. dloerauf ©Co. 


Sign & Show Card Supplies 
525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 




















Capitals Period 


-LIGNINE | 
(WOOD) 
CARVINGS 


—UNBREAKABLE— 


Effective, Practical, 
Economical, 
Indispensable. 


Pilaster rvings 


Capitals Such as 


Scrolls Pw 


Wreaths Hepplewhite 


Shields Chippendale 


Brackets Create Panels Beautiful. 


Queen Anne 


Rosettes Backgrounds Beautiful. 


Louis XV 
Fixtures,, Plateaus, 
Show Cards, Pedestals. 


Finished—Oak, 
| Mahogany, Walnut, Gold 
and painted. 
| Send for FREE sample 
| and New Catalog. 


Heads Louis XVI 


English 
and 


Italian 


Drops 
Corners 
Claw Feet 


etc. Hundreds of designs. Renaissance 








ORNAMENTAL PRODUCTS CO. 


West Lafayette Ave., Detroit, Mich., U. S. A. 

















$150 CASH PRIZE WON BY O’DEA 
FOR BEST RADIO DISPLAY 


Edward D. O’Dea, display manager for McCarthy 
Bros. & Ford, Buffalo, N. Y., and a former president of the 
Buffalo Association of Display Men, has been notified 
of his success in the national window display contest con- 
ducted by the Radio Corporation of America. The noti- 
fication was accompanied by a check for $150.00. 

Mr. O’Dea has many achievements in display to his 
credit, and through his clever merchandising of his win- 
dows has materially increased the sales volume of the 
store with which he is affiliated. Though manager of the 
tetail department of this store, Mr. O’Dea seems to pre- 
fer the title, display manager, and his greatest interest in 
store operation concerns itself with display advertising. 





“TO THOSE THAT HAVE SHALT BE GIVEN” 

“Time is the only standard of value—the unmanufactured 
tissue of everything. You have twenty-four hours every 
day. You waste it or use it as you choose. What you do 
with each twenty-four hours will determine what future 
twenty-four hourly periods’ will be worth to you. Money 
is of no value in itself. A thousand dollars is only valu- 
able in the amount of time it represents. How many of us 
have a year’s time saved up for a bulwark against the 
Vagaries and vicissitudes of life, among which we might 
mention the “whimsicalities of your employer?” 

“Employers are human, and human-like they vent their 
spleen on the fellow whom they know has less than a 
week’s salary between him and starvation and are equally 
’&s considerate in not offending the same class of man who 
has a few months’ time reserve in the shape of a substan- 
tal savings account.”—From Address of J. D. Williams. 
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iven to our students 
limits our enrollment to a small num- 
ber compared to the applications on 
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on our fall classes starting 1n Septem: 
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Send coupon below for turther nforma- 
tion on Our Practical Course incettering 
and Show Card Writing 


School of Jettéring 


6433 Ravenswood Ave — Chicago, 111 
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Show Casi Writers 
Supplies 


Every show card and sign writer knows the 

importance of good tools and materials. We 

have made a specialty of these goods and have 
' ‘just issued our latest 


Catalog No. 38 | 
Card Writers 


and 
Sign Painters 
Supplies 
Chock full of 
useful information 
about 
Colors 
Brushes 


Gold Leaf 


Bronze Powders 
fully illustrated 
WRITE TODAY—SEND FOR A COPY 


GEO. E. WATSON CO. 


“THE PAINT PEOPLE” 


Brushes 


Geo. E.Watson Co. 
“THE PAINT PEOPLE” 
62 W. Lake St. Chicago Il. 











Chicago, IIl. 
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The New 
A. & W. 
Work 
Alarm 


An 8-day electric Time Switch that 
operates four time a day, will ring elec- 
tric bells and operate motors on siren 
whistles in large offices and factories for 
starting and stopping work morning, 
noon and night. 


The clock movement is equipped with 
an 11 jeweled Waltham watch escape- 
ment with chronoscape attachment which 
insures accurate time. 


A years’ guarantee with every clock. 
We specialize in automatic electric timing 
devices. It will pay you to investigate. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 
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—— By Jaymes Wiltham Martin —— 


Price Tags Pull Trade 
Apropos the discussion on price ticket use the 
following quotation will prove interesting. It states 
a specific case, and though the result as indicated 
may or may not be considered as the general con- 
clusion concerning price ticket employment, the item 
is important in that it offers the result of an actual 


test: 


“An investigatin was made of two stores in the 
same neighborhood. Store A had articles price marked. 
Store B did not. Out of 147 people passing Store A in 
10 minutes, 43 stopped to look, 12 stopped for minute 
or more, and 3 went in. The same test applied to 
Store B showed that just 3 people stopped to look, and 
none went in.” 

* * x 


Some folks say this Service Talk is “bunk” but 
they’re the birds who think complexion is the name 


of a face powder 


The Fellow Worker. 
* * * 


Boy, Page Mr. Zeigfeld! 


London scientist declares that “man’s form is 
more symmetrical than women’s.” We concede that, 
but we have little hope of seeing a male chorus in 
the “Follies.” 

i ae 
A Minor Leaguer That Made Good 


Arthur V. Fraser, display manager for Marshall 
Field & Co., Chicago, stepped into his present posi- 
tion without any previous big store experience. He 
came up from the bushes, so to speak. 

a ekak 
Used Display Record as Stepping Stone 

Records show that Carl F. Meier, before becom- 
ing interested in the manufacture of artificial flowers, 
was one of the leading men’s wear displaymen in 
the country, and as a card writer he had no superiors 
when it came to putting sales pep into the lettered 
card. Carl holds many medals and cups significant 
of his skill in the display and card-writing fields. 

* Ok Ox 

What we need in the display profession is a few 

more “doers” and not so many “I dids.” 


* * K 
Why 20,000 Stores Failed 

Beginners’ handicaps: Pic, 
MGI TK, COMER ce. iinisscs «vibes Snws eseeucie cone 29.1 
SCO BOURNE lic inawe se oas 35 8s iawavaeseceisve 30.2 
MEM OOUIOCROD oie ues cusiivbes ae Nee ea bees <Seihe% 4.6 
ROMMPUEE CRNER "oleh vasdcrcdconrseiscte. cis 2.6 
66.5 

Personal faults of character: 
PERO scat Ph aaa dbs ches benatan sheers necieyets 10.3 
Negiect Of DwHRESS.. i. civs.e hele cvecet 2.0 
Personal eSxtrAVAGENCE S000. sc0veneeseecees 7 
13.0 

Factors threatening success: 
EON oF ai so ois os Stain os ae he ewe ees ys 1.9 
a BT En ee ee pene ee meee 13 
Speculation in other business.............. 3 
Specific conditions (disaster, etc.)......... 16.5 
20.5 


* ok Ok 
Aren’t Names the Funniest Things? 

The register at a prominent St. Louis golf club 
discloses the interesting information that Messers 
Rainwater, Sprinkling and Cann comprised three 
fourths of a foresome that teed off on June 7. 
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Now Just What Did He Mean? 


A Pittsburgh preacher told his congregation he 
would rather see women going around naked than 
wearing the styles they do. 

ee 
Every noble task is at first impossible. 
—Carlyle. 
ie ee oe 
Important in City Affairs 

Carl F. Goettman, display director for The Joseph 
Horne Co., Pittsburgh, now hobnobbing with Presi- 
dent J. J. Cronin, in Europe, is one of Pittsburgh’s 
important personages. Besides having a prominent 
street named in his honor, Mr. Goettman has held 
important offices in several branches of the city’s 
administrations. 

* * * 
That’s Showing ’Em George! 

The Fellow Worker, published by Jordan Marsh 
Company, Boston, says of window display: 


We are thoroughly convinced’ that there is no other 
medium quite so thoroughly effective for bringing trade 
into the store as a good window display. 


George E. Prue, member of the Display World 
Advisory Board, is in charge of the display depart- 
ment at Boston’s leading store, and knows how to 
“put in windows.” 

* -* 


He is well-paid that is well-satisfied. 


—Shakespeare. 
* ok *K 


But We Were Wrong 

We thought someone was being kidded during 
convention time when a dashing young beauty sought 
out Mr. Rainwater and introduced herself as Miss 
Sunshine. 

xk * Ox 
Do You Know That? 

There are more than 14,000 displaymen in the 
United States and Canada. This is a provable fact 
despite the opinion expressed in a recent publication 
that the total number of men following the display 
profession in United States and Canada approxi- 
mated 5,000. 

xk Ok Ox 
Hidden Beauty 

If the girls of fifty years ago had not hidden be- 
hind a couple of bolts of goods every time they 
dressed they might have looked just as sweet and 
attractive as the girls of. to-day. 
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DESCRIPTIVE 


SOME DESIR- 


SPECIAL, SKETCH- WI N D OWC RA FT TORY 


FOLDER AND ABLE TERRI- 
STILL 
OPEN FOR 
LIVE WIRE 
SALESMEN OR 
WINDOW SER- 
VICE ORGANI- 
ZATIONS. 


ES SUBMITTED 
WITHOUT OBLIGA- 
TION, PLEASE 
SEND GLASS 
MEASUREMENTS 
IF CONVENIENT. 


VALANCE & DRAPERY CO. 
326 Superior Av., N. W. 
Cleveland, Ohio 
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Announcement 


LL Nat-Mat exclusive showcard 
boards are now specially prepared 
with a nice shade of Ash Gray color 

on the reverse side; all edges trimmed—no 
extra charge. Ask for gratis samples of 
our four new colors. 


Send for the Nat-Mat 
Sample Book Today. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Ave. Chicago, Illinois 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are giving entire Satisfaction. Saves 
time locating, distributing or sorting papers. 
Takes less space tharatray. Sent FREE trial. 


Kieradesk 


ROSS-Gould Co 
130 N. 10th 
ST. LOUIS 
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G\ Will help you increase sales 
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THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds. Christmas Window Attractions 
now in preparation—write. Correspondence solicited. 
Stage Craft—Conventions—Expositions 
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} HOW TO ORGANIZE 
A FLORAL PARADE 

By JOS. SCHACK 

A 24-page paper bound pamphlet, just off 

the press, containing all the information 

necessary for the organization of floral 

, =parades. 

Fully illustrated with design suggestions 

; and working diagrams. 


2 PRICE 25c POSTPAID 
Order from 
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It takes a lot of time to make good d splays. 
any means of saving you labor and saving you worry is worth while. 

There are thousands of colors in common use, as you know. How, 
for your individual needs, from the amazing variety of good, bad and indifferent combinations ? 

Here’s the new, time-saving, labor-saving way: Use the Taylor Color 
Invented but a few years ago by Artists to improve 
their own use of Color,and introduced to Display Managers only one year 
It has in that short time obtained the approval of a great many Display- 
men, as witness the list below of some representative stores that ‘have pur- 
chased it. 


Harmony Keyboard. 
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THE DISPLAY WORLD 


A New Time-Saver and Labor-Saver for Displaymen 
TO SOLVE COLOR PROBLEMS 


Minutes and hours represent dollars and cents, and therefore 





then, can you select the BES 





Display Manager Fred A. Gross 
writes: 

“In 
partment could not call itself mod- 
ern and efficient without the aid of 
the Taylor ‘ 
correct 


overlooked by the “ 
Manager in his search for new ef- 
fects. 









































SOME WELL KNOWN STORES USING 
tHE TAYLOR COLOR CHART 


Franklin Simon Co. 
Bonwit & Teller 
Best & Company 
John Wanamaker 
Saks & Company 
R. H. Macy & Co. 
Bedell Company 

A. I. Namm 

Fred’k Loeser Co. 
Russek’s 

Worth, Inc. 

Lord & Taylor 
Bloomingdale 
Duffy-Powers Co. 
Marshall Field 
Mandel Bros. 

Stix, Baer & Fuller 
Famous Barr Co. 
Nugent & Co. 
Daniels & Fisher 
A. T. Lewis D G. Co 


Hochschild, Kohn & Co. 


Monnig Dry Goods Co. 
Wm. F. Gable Co 
Abraham, Strause Co. 
Kaufman’s Big Store 
Olwin Angell Co. 
Bowman & Co. 

A. Harris & Co. 
Miller & Rhodes 
Burgess Nash Co. 
Jorgenson-Blesch 
Luckey-Platt & Co. 
Halle Bros. 

Kaufman Straus Co. 
Ashton Dry Goods Co 
Berkson Bros, 
Burgess Nash Co. 


Abe C. Levi 

J. J. Diskon 

Hearn’s 

H. E. Bartlett 
Scruggs-Vandervort 
Straus & Sons Co. 
Strumph & Company 
Shephard Stores 
Thaiheimer Bros. 

La Salle & Koch 
Thompson-Belden Co. 
The Bailey Company 
Denecke Company 
Ashton D. G. Co. 
Joslin’s D. G Store 

J. W. Hale Co. 

Hale Bros. 

Bamberger 

Wolf & Marx Co. 
Strawbridge & Clothier 
N. Snellenburg & Co. 
Schoonmaker & Co. 

R. H. Muir 

Wm. Filene’s Son Co. 
Wolf & Dessauer 
Block & Kuhl Co. 
Quackenbush Company 
Pettibone-Peabody Co. 
Sibley-Lindsay Curr Co 
Jordan Marsh Company 
Denver Dry Goods Co. 
John M. Smyth Co. 
Joel Gutman & Co. 
Paul Steketee & Sons 
Brager Dept. Store 
Riké-Kumler Co 
Selfridge & Company 


T. Eaton Company, Ltd. 








The DISPLAY WORLD 


EXCLUSIVE SELLING AGENTS TO THE DISPLAY FIELD 


1209-11 Sycamore St., Cincinnati, colt 


They bought it because it INSTANTLY creates 
harmonious combinations for Displays, yet requires no 


study, no books to read. And because it leaves nothing / 

to guess, but shows appealing Color Harmonies with 

any line of merchandise, and verifies or condemns any f , 
yr color scheme already made. at 

. 1 2% : ‘ 9 
And lastly, because it does all this simply, surely, quickly and correctly! Quality y/ ma ey 

in merchandise is necessary. Style is important, but it’s COLOR HARMONY that v FEC 
sells ’em! Y ae 





























Patented Chart—Size 22 x 
inches reinforced with line 
back. Shows 96 colors—popt 
lar and standard—3 masks 
one sheet of Pictorial instruc 
tions. Complete, $15 Postpaid 












































THE DISPLAY WORLD 





I 
ba | 


with the 


cecil “SELLING PUNCH” 


he BES The kind that put your story over 


at a glance and adequately supplement 
| the sales appeal of your advertising. 


We FEATURE 


COLOR ‘ PLATES 
| proce 4., 


“ee 


Apr REPRODUCTION 


: 225 W. FourtH St. 
, 22 x TE bee 4) CINCINNATI. O. 
ith line 
rs—popum 
masks-—# 
1 instruct 
Postpaid 


HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


=. | Catalogs, Folders, Booklets, Broadsides, 
‘i Envelope Stuffers, Sales Cards, 


Newspapers and all forms of 


ADVERTISING 


Write for Information and Prices 





meq USE ILLUSTRATIONS 


SCENICS 
oO your 
Orger 


ART SIGH CO. 
Dayton, O 











APPLIED ART STUDIOS 


Papier Mache Window Display Decorations 
FLOATS, EXPOSITION EXECUTIONS 


359 West 42nd Street Longacre 7307 New York 




















DISPLAYETTES 


have 1000 display uses.. Adjustable to any 
position. Made of Nickeled Wire. 
No. 103—Per doz 
No 202—Per doz $7.00 
105 No. 302, complete with detach- —— 
BING. SE. PEF GOK... cccscccees $5.00 
Order from your Jobber or direct. 


DISPLAY FIXTURE CO., 105 Monroe St., Chicago 



































Special Flags to Order 











SILK FLAGS pispray man 
TASSELS, CORDS, TRIMMINGS 
D. C. HUMPHRYS CO. 


Founded 1874 


909 FILBERT. STREET 


Philadelphia, Pa. 
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Men Wanted Positions Wanted Gor Sale Wanted to Buy 








highly glittered and very natural. 


Christmas Display 


For. Sale 


The Beautiful Display pictured on page 63 of this issue consists of 
600 feet of Papier Mache Icicles in full relief, 2 feet to 4 feet drop, 
Four Arctic Scenic panels 13 feet 
by 7 feet; four Scenic panels 16 feet by 7 feet. Back drop of Aurora 
Borealis 12 feet by 30 feet, and Ice Berg drop same size, with irregular 
Ice Berg pieces for stand outs in front of scenics. 
Reindeers, Sleigh, and Santa Claus, Full Relief Papier Mache. 
Electric lighted, can flash. Penguins, Polar Bears, all wired eyes flash. 
Walrus. Igloes, and full relief cutter ship made to rock in Ice. 


For Full Particulars Address 
T. J. MCCORMACK, Peoples Outfitting Co., Detroit, Mich. 


Four life size 
Eyes 

















WANTED 


Salesmen to handle Ex- 
clusive Line of Imported 
Fancy Display Panels in 
roll form. First time 
shown in U.S. A. Liberal 
commissions. Address 


M. D. S. 
67 Wade Ave., Buffalo, N. Y. 





CHARMING WAX DANCING 
GIRL AND STAGE 
Lately demonstrated at 
Cleveland Convention. 
Write for Price. 


J. R. PATTON 
Care of L. S. Ayers Co. 
Indianapolis, Ind. 





FOR SALE 


Mechanical Alpine Scene 
for Christmas attraction, 
many moving objects. 
Spectacular effect, will sell 
at low price. Address 


Display Department 
L. S. AYERS & CO. 
Indianapolis, Ind. 











WANTED 


Mechanical piece to 
use in next Christmas’ 


Toy Window. 
Address 


Display Department 
L. S. AYERS & CO. 


Indianapolis, Ind. 








Efficient Display Man, of Ability and Orig- 
inal Ideas, desires new connections. Large 
department store experience. Best of ref- 
erences. Experienced in displaying all 
lines merchandise, and decorating of both 


high grade, and sale window displays. 
Address F. F., care DISPLAY WORLD. 








Position Wanted as Assistant Window 
Trimmer and Card Writer. Wishes to 
connect with large progressive store. 
Ambitious worker. Young, single. Excel- 
lent recommendations. Samples of card 
work on request. 
MURRAY BELIZ, 

103 Third Ave. E, Cedar Rapids, lowa. 











FOR SALE 


Famous & Barr’s trim of last 
fall, written up in The Display 
World, consisting of two 10x12 
scrollwork doorways and four 
10 feet high by 12 feet long 
semi-circle scrollworks. Pho- 
tographs and prices on request. 


W. T. DUKER & CO. 
Quincy, Ill. 














DISPLAY MANAGER McCORMACK HAS 
INTERESTING DISPLAYS FOR SALE 
The complete holiday display, a section of which is 
illustrated here, employed last season with great suc- 
cess by T. J. McCormack, display manager for The People 
Outfitting Company, Detroit, is now offered for sale. 
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Ht si clea talks 








Christmas Display by T. J. McCormack 


The complete set includes 600 feet of papier mache 
icicles in full relief, background drop, four scenic panels, 
ice bergs, life-size animals, igloes, etc. The settings are 
in excellent condition, and may be adapted to interior, 
window, lobby or outside employment. 












WINDOW TRIMMERS AND DISPLAYMEN 


| Paint your own Scenic Background and Artistic Accessories. 
We teach you how by mail. Our Exchange Correspondence 
Courses in Theatrical Scene Painting and Pictorial Arts are 
practical and inexpensive. We also sell Imported Theatrical 
Scenery Models, they are wonderful. Sends stamps for Illus- 
trated Literature and Price Lists 


ENKEBOLL ART INSTITUTE, Omaha, Neb. 

















More than Twelve Thousand 


Gordon Books In Use 





+ enced 

















i 
| 
Scene | 
action, | 
€Eets. 
‘ill sell | 
ss 
| 
ent 
d CHAPTERS 
= | Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
| tering—The Potentiality of a Show Card Writer’s Brush—First 
| Principles in Show Card Writing—Arrangement and Balance in 
———___———, Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
| as an Aid to Speed—Modification of Type Faces Adapted to 
| Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
s | tering Show Cards—Fundamentals of Speed Work—“Poster 
n of last Styles” of Lettering—New Alphabets vs. Old—The Show Card 
Di lay | and the Show Card Man—Illustrative Stunts for Show Cards— 
isplay | Motion Picture Titles and Their Preparation. 
vo 10x12 : 
ind four | | Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
| Gold—220 Illustrations, over 100 of them page 
eet long alphabet plates 
s. Pho- @ 
request. When ordered in 
q $ 5 PER Combination with a BOTH $ 50 
co. COPY year’s subscription to FOR 
° The Display World. 
THE DISPLAY PUB. CO., Cincinnati, Ohio 
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New Introductions for Store and Window | 














DISTINCTIVE FIXTURE INTRODUCTIONS 

Illustrated on this page are a few introductions that 
created unusual interest at the Cleveland meeting of the 
I. A. D. M. They are the products of one of the best 
known organizations of the display industry and, reveal 
decorative possibilities of unusual beauty and practicability. 

The fixtures illustrated are known as Tokalon, deriving 
the name from the unique finish comprising the employ- 
ment of the primary colors with secondaries, and so mixed 
as to create soft tone effects leading to the browns and 
light tans. The fixtures are metal with plush upholstering. 

The draping unit illustrated caught the eye of the con- 
vention and many orders were booked by the manufac- 
tures. Its grace of pose and character of workmanship 
embodied made this number a general favorite. 





NEW EFFECTS IN PERMANENT BACKGROUNDS 


There is good reason for the marked preference many 
leading merchants and displaymen have for the permanent 
background. Well chosen and carefully installed it forms 
and artistic but unobstrusive setting for the display of 
merchandise. 

An example of the most desirable type of permanent 
background has just been installed in the downtown sales- 
room of the Schack Artificial Flower Co. It is built of 
Caenstone and is so designed and constructed that it en- 
dows a window with distinction and beauty while it forces 
to the foreground every ounce of sales appeal possessed 
by the merchandise employed in the window showing. 

Merchants and dis- 
playmen will find on in- 
spection and investiga- 
tion that the Caenstone 
background has a mul- 
titude of advantages 
both from the artistic 
and economical stand- 
points. A visit to the 
Schack Studios at 63 
East Adams Street, Chi- 
cago, will prove both 
interesting and inspira- 
tional. Besides the new 
backgrounds just in- 
stalled, the complete 
fall line is now on ex- 
hibit. Displaymen will 
find it to their advan- 
tage to inspect. this 
line. 


A CATALOG OF 
LIGNINE CARVINGS 


We have just re- 
ceived from the Orna- 
mental Products Com- 
pany, Detroit Michigan, 
their new Catalog No. 
9, and after looking it 
over carefully, we can 
readily see that their 
carvings will add great- 








ly to the efficiency of display managers and enable them 
to create bockgrounds, panels, show cards, plateaus and 
pedestals more beautiful and attractive than could they 


without them. 


Many of our readers have been using 


them for years, who recognize that they are economical 


and are wonderfully practical. 


Their catalog shows an endless line of capitals, pilaster 
capitals, wreathes, scrolls, shields, rosettes, grotesque heads, 
and hundreds of period designs, such as Adam, Hepplewhite, 
Chippendale, Queen Anne, Louis XVI, and English and 
Italian renaissance. The manufacturers claim that their 
carvings are not only practically unbreakable, but guar- 
antee them not to chip, check, crack or shrink. They can 
be carried in stock without loss and can be used over and 
over again, and may be finished in oak, mahogany, walnut, 


painted and gilded. 


It will be to the displayman’s advantage to have the 
new catalog. Just send postcard request to The Orna- 
mental Products Co., West LaFayette Avenue, Detroit. 





NEW BULLETIN FOR CARD WRITERS 
The reproduction of the trade mark, “Insist:on Blicks 
Master Stroke Brushes,” will link together in the minds 
of many of the older displaymen and card writers “Dick 
Blick,” the manager of The Card Writers Supply Company, 
Galesburg, IIl., as the originator of the famous Master 


Stroke Brushes. 


Mr. Blick is a card writer and displayman of some 
twenty years experience and is known to thousands of 


one oar 





Strikingly Beautiful Display Features at Cleveland Convention 


displaymen and_ card 
writers from Maine to 
California. “Dick’ 
knows just what cari 
writers want in the way 
of brushes, pens and 
other useful devices and 
has issued a new bul- 
letin especially for card 
writers that is chock 
full of illustrations of 
supplies that are used 
in the card studio. 
Every displayman 
and card writer should 
have a copy. Address 
request for catalog to 
The Card Writers Sup 
ply Co., Galesburg, I! 


CATALOG DE LUXE 


The Fall edition of 
The Botanical Decorat- 
ing Company’s de lux¢ 
catalog is now off the 
press. Displaymen are 
advised to secure 4 
copy of this directory 
of display essentials 
and embellishments. 
Address Botanical Dec- 
orating Co., 208 W. 
Adams St., Chicago. 
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Just off the press 
If you failed fo------ 
XO) 1) ee 
your copy::------- 
write immediately 


for the colored - - 
fall supplement. - - 
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The Botanical Decorating Co. 
208 West Adams St. Chicago, Illinois 














No. 212 


No. 212—-PINE TREE PLAQUE SET: 
Complete with decorations, $40.75. 
Plaque backs with silk, good Christ- 
mas red. Connected with white Fox- 
tail Garland. 


No. 205—BEAUTIFUL STAR OF BETH- 
LEHEM PLAQUE: 
Complete with decoration and jewels, 
$36.50. Plaque 38% diameter. 


No. 2022—OVAL CUT-OUT PLAQUES: 
Backed with Crepe SilkPolychrome. 
Frame in any desired.colors. Over all, 
52 inch. Width, 25 ‘inch. Complete 
with decorations, $15.00. 
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No. 202 


are produced by men who know the problems of the pro- 
gressive display manager. They are original creations, de 
signed to appeal to the passerby through a subtle, artistic 
touch that makes them truly distinctive. 


Sketches 


i i with, 
on Request ’ Some of our Christmas numbers are illustrated here 
sic sheath use cadacd: Write, phone or wire and our representative will gladly discuss 
cal display men will be glad your Christmas needs NOW! 


to help you with forcéful, 
original layouts and ideas. 
On request or on discus- 
sion we will submit such 


svar = Lhe McCallum Compan 
sary to interpret your 
ideas. Call on ws— test 
McCallum service to “the 


Mienit. r 133 Seventh St., PITTSBURGH 
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